





Goat Three Dollars a Year 


ardware Age 


ARY 
Founded 1855 





















‘i 








ga 


if j 


. - ¥* 
u 


& 


Se Bae G2 ee 
o ‘. . 





etiniemunnetdiee 


Celie 
Prd 


Ray ten ee 
SES SA 
. 





& 
“That reminds me” 
The WC1 Display jogs their memories. Its 59 nopular tools, in open view, remind 
the customer that he needs a wrench or pair of pliers for this or that job. 
Every tool is tagged with the catalog number and retail price. The special bolt and 


wing nut makes it easy to remove a tool to show it and easy to replace it when sold. 
Furnished at price of tools only. Order yours today in time for Christmas business. 


CRESCENT TOOL COMPANY 
204 Harrison St. Jamestown, N. Y. 


CRESCENT 


and Smith & Hemenway 


TOOLS 


Made under the supervision of and guaranteed 
by the originators of the Crescent’Wrench 



















Advertised vs. Non-advertised Goods 


Scarcely a day passes but some hard- 
ware buyer is urged to stock an article 
or a line which “can be sold cheaper be- 
cause it carries no advertising over- 
head.” It’s a plausible argument, as far 
as it goes and it still catches the unwary. 

But what is meant is that the manu- 
facturer can quote you a lower price 
because he has no advertising. 
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“Only worthwhile products can be 
continuously advertised”’ 







the advertising in the world. 


Little Giant Screw Plates 
Little Giant Screw Plates are in the 
same general class. They have been ad- 
vertised for 50 years because they are 
reliable tools. Get that, it’s important. 
They can be advertised because they are 
good. If they weren’t well made and ac- 
curate, advertising would merely make 
the world familiar with their 





Nothing is said about your 
selling expense. At the same 
resale prices as standard goods 
such “gyp” products cost more 
to sell. At lower prices they . 
carry no more margin than 








short-comings that much 
sooner. But because they are 
made right they fulfill the 
promises made in the advertis- 
ing and each year sell in in- 
creased volume. 








regular goods, and besides are 
shoddy, unsatisfactory goods 
for the store to handle. 


Especially True of Tools 


The above applies with peculiar force 
to tools of all types, particularly since 
most consumers know the trade names 
of the more popular lines. Who doesn’t 
know of Brown & Sharpe micrometers, 
Stanley planes, Nicholson files or Plumb 
hatchets? 

These products are all advertised. 
But if quality was not built into 
them they could not be sold by all 


Ter) TT Peete rh) 


Sales Are Increasing 


Sales of LMeGiant Screw Plates are 


increasing steadily. Buyers for hard- 
ware stores are realizing the general de- 
mand that 50 years of honest manufac- 
turing has built up. They are specify- 
ing more GMeGiant every month. It 
pays to keep informed of what is selling 
best. Ge Yiant Screw Plates will con- 
tinue to sell in increasing numbers be- 
cause of the quality in them and the wide 
publicity campaign now being carried 
on by this company in various industrial 
magazines. 
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This new Soft Paste was prepared to 
save the master painter’s time 








AGLE Soft Paste WHITE LEAD 
carries the quick break-up of 
Eagle a step farther in the direction 
of saving the painter’s time, there- 
fore cutting his costs. It was pre- 
pared forthose master painters who 
desire a softer paste white lead, 
requiring no break-up in the shop 
before it is sent out on the job. 


Already broken up—needs 
only to be thinned as tt ts 
needed on the job 


This new Soft Paste is quickly 
thinned to pure white lead paint 
as it is needed. We have simply 
added more pure linseed oil than 
we use in our regular grinding — 
15% instead of 8%, two gallons of 


oil per 100 pounds instead of one. 
The prices are the same as the reg- 
ular grinding, as linseed oil and 
white lead are today the same price 
per pound. Same trade discounts. 


It zs still Old Dutch Process 
Lead 


This new Soft Paste, like our reg- 
ular grinding, is pure Old Dutch 
Process White Lead. It is a long, 
slow process for us; but until one 
is discovered that will produce a _ 
higher quality white lead, you 
can rely on every keg of Eagle 
being made by the famous Old 
Dutch Process—90 days in the 
making. 


Mixing formulae and full 
information gladly sent 
on request 


Write us for any information you 
desire about Eagle Soft Paste. We 
will gladly send mixing formulae 
and full information. The Eagle 
Picher Lead Company, 134 North 
La Salle Street, Chicago. 


EAGLE 


Soft ‘Paste PURE WHITE LEAD 


OLD DUTCH PROCESS 
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EVEREADY 
COLUMBIA 


WHEN a man asks for 
“a good dry battery” 
and you give him the 
Eveready Columbia, he 
recognizes that he is getting what he asked 
for. You have satisfied him, and done it 
with the minimum of effort. 


When a man asks specifically for Ever- 
eady Columbias, it is proof that he knows 
what is the best dry battery, that he is 
determined to get it and no other, and that 
he thinks you are the kind of dealer who 


Dry Batteries 


should sell it. Give 
both these men Ever- 
eady Columbias, and 
you have satisfied them. 
Remember that satisfied customers are 
the foundation of a permanent and in- 
creasing business, and order a stock of 
Eveready Columbia Dry Batteries from 
your jobber. 

NATIONAL CARBON COMPANY, INC. 


New York - San Francisco 


Atlanta Chicago Kansas City 
Unit of Union Carbide and Carbon Corporation 


- they sell faster 
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~ IMPROVED PLASTER BROUGHT ABOUT 
THIS NEW THIN BLADE TROWEL 


When plaster was stiff and heavy, 
it took a heavy trowel to key it to 
the lath. 

But today, with improved plaster, 
there is no longer any need for 
weight, and plasterers are turning 
to the modern thin blade, flexible fin- 
ishing trowel developed by Disston. 

Flexible! They can get that “paint- 
brush” sweep which speeds their work. 
A flat blade—not concave. That Diss- 
ton Steel is made flat and it stays flat. 
No allowance has to be made for bend- 


ing in use. 

Tell your customers it will outlast any trowel 
they ever had. For the blade is made of Disston 
Saw Steel, hard, tough and strong. 

This is the trowel that you can sell today. 
Ask your jobber about No. 28 (with straight 
handle), or No. 38 (with special shaped handle 


ea —_—- ee a which gives more knuckle room for over-head 
ar ae aor oo” tee ae Disston Thin Blade, Flexible Finishing 


special handle that fits 


hand. rowels. 





HARDWOOD FLOOR 
MEN WANT THIS 


A new Disston Back Saw de- 
signed especially for men laying 
hardwood floors. They can get into 
corners and close to walls and still 
cut comfortably because the tooth 
edge is three inches longer than the 
back. A regular Disston Quality 
saw with this special feature which 
makes work easier. 

Every new home, practically, has 
hardwood floors laid. There is an 
opportunity for sales here. Ask 
your jobber. , 








The New Disston No. 3 Back Saw 


A VALUABLE AID 
FOR SALES-CLERKS 


The Disston 
Saw, Tool and 
File Book . 
full of valuable in- 
formation which 
the man_ behind 
the counter can 
make use of every 
day. 

What Saws to 
Use; Description 
of Standard Saws and Tools; How 
to Sharpen a Saw; How to Care 
for Saws and Tools;—these are just 
a few of the Chapters, 

We will be glad to send a free 
copy to any interested clerk. 

















F. B. MOORMAN 


The Patterson Tool & Supply Co. 
Dayton, Ohio 


He sold Disston Saws at the age 
of thirteen 





JESSE E. McCOY 


Cloverdale Hdwe. & Lumber Co. 
loverdale, Ind. 


Disston Dealers «| 6h aaa 


years standing 





YOU CAN DEVELOP 
NEW SAW CUSTOMERS 


Sales Can Be Increased in Any 
Neighborhood by a Little 
Well-Directed Effort 


It is safe to say that there is not 
a community in the country in 
which the sale of tools cannot be 
increased by intelligent, well-directed 
effort, 


Frequently hard- 
ware dealers 
under-estimate the 
quantity of tools 
that can be sold 
in their neighbor- 
hood. They reason 
that anyone who 
wants to know 
about tools will 
come to the store. 

But what about 
the householder, 
for instance, who 


He never heard of tries to do all his 
a coping saw 





sawing with a 

regular hand saw, — 
because he never a) 
heard of other , St 
kinds of saws. S 

There are many — 
like him in every 
community. They 
need “tool educa- 
tion” and the 
dealer who under- 
takes the task will Here’s a hack saw 
be well repaid. sale 

Have the letter below multi- 
graphed on your letter-head and 
send it to your mailing list. 

If you have no mailing list—start 
one now. Get a list of tax-payers 
from your local assessor. Get names 
of Lodge and Local Union mem- 
bers, etc. 


Dear Sir: 

Have you ever looked at 
your saw and wondered why 
you couldn't do good work 
with it? 

That may be due to two 
reasons: 

First: You may not have 
a good hand saw or it may not 
be in good condition. 

Second: You may be ex- 
pecting too much of your saw 

-using*it on work for 
which it is not intended. 

We carry a complete line 
of good saws for every pur- 
pose: Hack saws for cutting 
metal; back saws for fine 
cutting (picture mouldings, 
curtain poles, etc.); com- 
pass saws for cutting holes 
or curves in wood; coping 
saws for fine cutting along 
curved lines; rip saws for 
cutting with the grain. 

Come in and look over 
these saws. Let us explain 
their uses in detail. You'll 
get a lot more satisfaction 
out of sawing if you have 
the right saws. 

Make our store your head- 
quarters for saw and tool 
information, 

Sincerely, 


Published by HENRY DISSTON & SONS, INC., Makers of ‘The Saw Most Carpenters Use,” PHILADELPHIA, U. S. A. 
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A NEW COLD WEATHER 
BUSINESS BUILDER 


the perfect anti-freeze 





Trade Mark 


(ETHYLENE GLYCOL) 


For the preparation of anti-freeze solutions as covered by 


U. S. Patent 1213368. 





While the initial cost of Eveready hens | 
is more than that of ordinary anti-freeze | 
solutions, it is economical to use because 
there are no replacements necessary all win- 
ter except to add water. A can of Eveready 
Prestone contains the pure undiluted product 
—no water. One gallon is equal in protection 
value to two gallons of the usual water- 


diluted anti-freeze solutions. 





eeze 


he Perfect AntiFr 
Roil Off 














VEREADY 

Prestone will find 
a large market among 
car owners who want 
definite, permanent 
protection against frozen radiators. An exten- 
sive advertising campaign in The Saturday 
Evening Post, The Literary Digest and Collier's 
will carry the news of this perfect anti-freeze to 
millions of motorists. 








Eveready Prestone contains no water, alcohol 
or glycerine. It is a distinct chemical compound, 
different from alcohol or glycerine—reliable, 
harmless. It will remain in the cooling system 
all winter without deteriorating, boiling off or 
evaporating. Eveready Prestone when put in 
the radiator is diluted with water, the propor- 
tions depending on the temperature range for 
which protection is desired. 


It cannot harm the motor or mar the finish of 
a car, and, as long as the cooling system is free 
from leaks, it will prevent freezing for indefinite 
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periods. Water which may pass off in the form 
of vapor should, of course, be replaced. 

Eveready Prestone is not an experiment. It 
is a proved product and will do all that is claimed 
for it. In addition to extensive laboratory tests 
covering every phase of its use as an anti-freeze, 
it has been tested in actual use for the past four 
years. Thousands of gallons have been used in 
all kinds of cars and under all sorts of condi- 
tions. Leading motor-car manufacturers have 
endorsed it. It is backed by National Carbon 
Company, Inc., manufacturers of Eveready 
Flashlights and Radio Batteries. Your jobber 
will be glad to supply you. 


Manufactured for 


NATIONAL CARBON Co., Inc., New York—San Francisco 
by CaRBIDE AND CARBON CHEMICALS CORPORATION 


Units of Union Carbide and Carbon Corporation 







points of 
superiority 


Gives complete protection 
> 


Does not boil away 


a 
» | 


Positively will not damage 
cooling system 
4 
Will not heat up a motor 
. Will not affect paint 
or varnish 
H 
Non-inflammable 


nee 


Odorless 
Does not become viscous 
at low temperatures; will 
not decompose at high 
temperatures 
Q 
Never deteriorates— 
economical to use 
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ABC SPINNER 


ES, its been proven out! Before the first SPINNER 
was built, factory trials showed it would give life- 
fa time service. Then dealers put it to the test. They 
= had to be sure. Now many thousands of SPIN- 
NERS have been in use in homes for months. Other thou- 
sands are being shipped and sold monthly. 














ABC 
SPINNER 


Trade Mark Reg. U. S. Pat. Off. 





SPINS Away WATER 
SPINS away DIRT 





Investigate this valuable franchise for your 
territory—Write today 


ALTORFER Bros. 
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PORCELAIN 


a proven success 


This SPINNER porcelain is “right.” It’s 
GUARANTEED GOOD. 


The prominent distributors in some of the 
larger cities, named below, among hundreds 
of other dealers, know from actual experi- 
ence that SPINNER Porcelain is a remark- 
able success. They are capitalizing on this 
exclusive sales advantage. They are con- 
vinced that it is the washing machine ma- 
terial of Today and Tomorrow. And they’re 
cashing in on it, Today! 


ARIZONA 
Pticsnin—Now State Electric Co. 


CALIFORNIA 
Long Beach—O. S. Peterson Co. 
Los Angeles—Domestic Appliance Cu. 
Oakland—Domestic Appliance Co. 


IDAHO 
Boise, etc.—Idaho Power Co. 


ILLINOIS 
Chicago—The Davis Co. 
Chicago—The Three Wieboldt Stores 
Peoria—ABC Electric Shop 
La Salle—Tri-City Hardware Co. 


INDIANA 


Fort Wayne—Pfeiffer Hardware Co. 

Fort Wayne—lIndiana Service Corp. 
Gary—Peoples’ Hardware Co. 
Indianapolis--Good Housekeeping Shop 
Indianapolis—Indianapolis Power & Light Co. 
South Bend—Taylor & Mains Co. 


IOWA 


Davenport—Harned & Von Maur, Inc. 

Des Moines—Des Moines Electric Co. 

Sioux City—Sioux City Gas & Electric 
Co. 


MASSACHUSETTS 


Springfield—Carlisle Hardware Co. 
Worcester—Worcester Electric Light Co. 


MARYLAND 
Baltimore—Consolidated Gas & Electric 
Co. 
MICHIGAN 


Detroit—Standard Appliance Corp. 
Flint-—H. F. Hanning 

Grand Rapids—Wurzburg Dry Goods Co. 
Lansing—F. & N. Washing Machine Co. 


COMPANY Li 





MISSOURI 


Kansas City—Todd Electric Co. 
St. Louis—Morton Electric Co. 


MONTANA 


Butte—Montana Power Co. 


NEBRASKA 


Lincoln—Hardy’s 
Omaha—Hodge Electric Co. 


NEW JERSEY 


Atlantic City—Good Housekeeping Appliance, Inc. 
Paterson—Electric Engineering & Supply Co. 


NEW YORK 


Binghamton—Freije Electric Co. 
Brooklyn—Abraham & Straus 

Buffalo—Buffalo Domestic Electric Appliance Co. 
New York City—Fordham Electric Co. 

New York City—Morison Electric Co. 
Rochester—Brown & Pierce Electric Co. 
Schenectady—Modern Housekeeping Shop 


OHIO 


Akron—C. H. Yeager & Co. 

Cincinnati—The Gas & Electric Appliance Co. 
Cleveland—Modern Household Sales Co. 
Cleveland—Wm. Taylor Son & Co. 
Columbus—J. R. Jacobs 

Dayton—Dayton Power & Light Co. 
Toledo—Easy Housekeeping Shop 
Youngstown—J. E. Van Cise 


OREGON 


Portland—Electric Service Co. 


PENNSYLVANIA 


Altoona—J. E. Heaps Electric Co. 

Altoona—Penn Central Light & Power Co. 

Harrisburg—Harrisburg Light & Power Co. 

Lancaster—Edison Electric Co. 

Philadelphia—Judson C. Burns, Inc. 

Philadelphia—United Gas Improvement 
Co. 

Pittsburgh—Brown-Dorrance Elec. Co. 


TEXAS 
Fort Worth—ABC es Company of 
Texas 
WASHINGTON 


Seattle—Electric Service Co. 
Spokane—Domestic Appliance Co. 


WISCONSIN 
Milwaukee—Ed. Schuster & Co. 
Racine-Kenosha—Wisconsin Gas & Elec- 

tric Co. 
Wausau, etc—Wisconsin Valley Electric 
Co. 


PEORIA 
ILLINOIS 
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LORAIN Oil Cook Stoves Are 


| ORAIN OIL COOK STOVES not only look good but are good. They’re 
built by the largest maker of cooking equipment in the world. They are 
equipped with the famous Lorain High Seeed OilBurner. They have a world- 
wide reputation for good looks, high quality, durability, efficiency, reliability. 


These are reasons why they are the easiest to sell—and keep sold: because 
of their simplicity of construction—because they are easy to operate—because 
they are easily and quickly cleaned and adjusted—because they don’t * 
out of order—because they are made of the finest materials and by t 





most expert of workmen. 


Lorain Oil Stoves, therefore, never 
worry the dealer after they’re sold. 
He’s never out of pocket by having 
to render a “free repair service” to 
make them stay sold and to kee 

buyers satisfied. Lorain Oil Coo 

Stoves stay sold. This is just another 
way of saying that they increase 
your profits. 


‘“Speed”’ characterizes the Lorain 
High Speed Oil Burner. It lights 
at the touch of amatch. It isan 
an intense heat quickly. Its clear- 
blue, clean flame comes in direct 
and wide-spread contact with the 
cooking-utensil. 


The Lorain Wick cannot be turned 
too high. Its starting-point and 
burning-point are the same. After 
lighting, no further aeoeeent 
is required. The automatic wick- 


stop takes care of that. The Lorain 
Wick furnishes more burning-hours 
than any other wick. It can be easily 
and quickly replaced—without tools. 


Each of the five famous lines of Oil 
Cook Stoves that are equipped with 
the Lorain Burner is built in all 
popular sizes and models. (See 
opposite page for representative 
models). 


You can’t go wrong on Lorain Oil. 


Cook Stoves. Your old trade will 
like them. And so will your new 
trade. Right now order your require- 
ments for 1928. Place a few samples 
on your floor. Demonstrations will 
make sales. And those sales will 
make additional sales. There'll be 
no “after-sale-service” to eat into 
your profits. Write for catalogs, 
prices or any other data you desire. 


LORAIN 


HIGH-SPEED 


OIL BURNER 
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Easiest to Sell—and Keep Sold! 








DANGLER 





CLARK JEWEL QUICK MEAL DIRECT ACTION 


Many famous makes of Oil Cook Stoves are now equipped 
with Lorain High Speed Oil Burners including: 


NEW PROCESS, QUICK MEAL, DANGLER, 
CLARK JEWEL, DIRECT ACTION. 


AMERICAN STOVE COMPANY 
St. Louis, Mo. 
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Bronze Screen Wire Cloth 
For Those Who Want the Best 


Thousands of dealers have long recommended WICK- 


WIRE BROTHERS Bronze Screen Wire Cloth for their 


have received letters from customers who bought 


WICKWIRE BRONZE Wire Cloth twenty-four years ago 





WICKWIRE BRONZE is made from a special alloy of 
necessary tensile strength, as well as the ability to resist 


and are using this same cloth which is still in good condition. 
90% Copper and 10% Zinc. 


WICKWIRE BROTHERS 
best trade and this well known brand has lived up to every 


corrosion which soon ruins pure copper. 


claim made for it. 


We 
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Rustless Under All Weather Conditions 


WICKWIRE BRONZE has proven absolutely rustless 


It is not affected by salt air, 


Every operation from the raw material to the finished prod- 


under all weather conditions. 
moisture, acids or gases. 


Wire Cloth, 


Costs More 
Than Steel 
But— 


Returns 


Many leading Screen Manufacturers and Hardware Job- 
bing Houses use this cloth in very large quantities for their 


WICKWIRE BRONZE hasa rich gold color which rapidly 


uct is performed under our personal supervision. 
turns to a dark antique finish from exposure. 


finest screen doors and windows. 


’ RRS 


More than 


the 


Difference 
In Service. 


Wire in 14, 16 and 18 mesh, in even inch widths 18” to 


WICKWIRE BRONZE is always made from Full Gauge 
48”, 100 lineal feet to each roll. 


Our Other Brands of Screen Cloth 


Cortland Black Enameled 


Cortland Gray-wick 
White Metal Finish 


Wickwire Premier 


Your jobber will supply you 
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“SMALL IN SIZE— 
GREAT OTHERWISE! 


Williams’ reputation for quality tools 
is exemplified in the Genuine Wil- , J 


; ’ " ——SS 
liams’ VULCAN Vise. ( 
t 








The “VULCAN” features — 
entire wrought-steel construction— 
light; unbreakable; drop-forged 
jaws, base and handle; positive grip, 
instantly locked or released by a 
turn of the handle, make instant 
appeal to the skilled worker. 


A large percentage of the delays 
in industry today can be charged 
directly to poor or inadequate tools. 
Wherever a pipe must be held, the 
Genuine Williams’ VULCAN Vise 
is the last word in efficiency. Bolt 
one on your counter and watch it 
attract the real mechanic—your 
best customer. 





J. H. WILLIAMS & CO. 
“The Drop-Forging People” 
New York BUFFALO Chicago 


4 sizes for 
l% to 8” pipe 


GENUINE 


Trade 





oo DROP -FORGED 
CHAIN PIPE VISE 
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“dun Packard Motor Car Co. have a great 
slogan, “Ask the Man Who Owns One.” 


Ask him about his “Molly” Hammer with the 
Milled Claws. 

Ask him if he agrees with us that 75% of a Nail 
Hammer is its Claw. 


Ask him how he likes our Patented Hand Fit 
Handle, Wax Hole, Screw in Adze Eye and Expan- 
sion Lock Wedge. 


Ask him if he has ever had a better hammer in 
hang and balance. 


Yes, “Ask the man who owns one.” 


They are made by the oldest Hammer and Edge 
‘Tool Manufacturer in the Middle West. 


Old in experience but young in ideas. 
jobber for No. 916 “Molly” Hammer. 


‘They carry my personal guarantee of satisfaction. 


Ask your 


Sincerely yours, 


President 


Evansville Tool Works, Inc. 


Forgers of Good Service Tools 
EVANSVILLE, INDIANA 


_EVANSVILLE TeslED TOOLS 
AAA 














HAMMERS 


> OC 


CRESCENT} 


eV sew SV ELL 


This Evansville Portable Display ge 4 deserves 

a place on your counter. Adopt chain store 

methods and use it. It displays good value 

hammers at 50 cents, 75 cents, and $1.00 for 

customers who want cheaper hammers for 
occasional use. 














HARDWARE AGE for NOVEMBER I0, 1927 











Bridges --- Apartments --- And 
NICHOLSON FILES 


It was recently predicted that 
city congestion would event- 
ually force architects to use 
the upper structure of bridges 
for apartments. 


When the time comes to build 
these appartments, NICHOL- 
SON Files will be just as use- 
ful as they are in the 
building trades today. 
Made in the largest plant 


Sy 
GSA 


of its kind, these files are fitted 
for hundreds of jobs through- 
out industry and the home. 


The trend of mechanical prog- 
ress will widen the market for 
Nicholson Files. In the mean- 
time, you can sell hundreds 
of these sharp cutting, dur- 
able files for as many 
uses throughout in- 
dustry and the home. 


—A File for Every Purpose 





NICFIOLSON FILE CO. 


PROVIDENCE, R. I., U.S.A. 
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Free Display Fixture 


Oil stenciled in colors—holds 
actual 50 ft. hank — demon- 
strates the line—answers ques- 
tions. Packed with shipment 
—occupies little space. No 
charge. Write to us or to your 
jobber for samples of line and 
prices. 

















Quicker Sales and Better Profit 
with BLACK-BIRD, the clothes 


line that will please your customers 


Larger and larger re-orders of Black-Bird Clothes Line from 
the hardware trade are proving that this better clothes line has 
quick turnover, good profit—and makes friends. 


The answer is simply this: Black-Bird Clothes Line stands 
out. It has the quality that pleases your customers, at a price that 
is fair to everyone. It is solid braided cotton, similar to high grade 
sash cord, but extra pliable and yielding, so as to grip clothespins 
firmly without splitting them. It is clean throughout—cannot stain 
clothes; and smooth with a glazed finish. Contains no loaded core 
or adulterants. Made in No. 6 (3/16” dia.), No. 7 (7/32” dia.) 
and No. 8 (14” dia.) and put up in hanks containing 50 ft., 75 ft., 
and 100 ft., several connected, or on reels or tubes. 





Sold for you by the free attractive counter display. 


Let us mail you our complete catalog of solid 
braided cotton cords and glazed cotton twines. 


DLACK BIR: 


TRADE MARK 


CLOTHES LINE 


id snipped 
(Xe off her nose” 








Along came 
a hick bird 


* 


SAMSON CORDAGE WORKS, 88 Broad Street, BOSTON, MASS. 
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who know tools 


- know M 1, P unch 


M* PUNCH is an old friend to 
carpenters, cabinetmakers, and 
handy men. And even those tool 
buyers who don’t know his reputa- 
tion for clean, quick, easy boring, 
through soft or hard wood, wall 
board and plaster, buy this good 
automatic drill with little selling. 
“You Push—He Twists” is the 
story that tells of the automatic re- 
turn that makes fast drilling easy. 
The magazine handle, with sepa- 
rate compartments for each of the 


OODELL-PRATT make a complete line of fine tools 
for carpenters, machinists and mechanics. No finer 
tools are made than those bearing the name Goodell- 


Pratt. Catalog showing the full line will be mailed 
on request. See our current advertising in Pop- 
ular Mechanics, Popular Science Monthly, 
Carpenter, Auto Trade Journal, Motor y 
Service, American Machinist and 

Machinery. 


GOODELL-PRATT COMPANY 
GREENFIELD, MASS. _ 


<M 
ee re ) tee 





eight 1-16 to 11-64th drill points, is 
a feature that grips the interest of 
everyone who loves good tools. Turn 
the handle cap to the size wanted, 
and the point drops out. 

Mr. Punch is polished and highly 
nickeled—mighty good to look at, 
as well as to work with. His handle 
is knurled so you can take a good 
grip. The eight fluted drill points 
are included in the price. 


8D 


MR. PUNCH 
List price 
$2.75 








GOODELL PRATT 


1500 GOOD TOOLS 


























CAnnouncin g: 


A distinguished Addition to an Old 
and Famous Family of Better Washers 


Get the details on the other 
side of this page 








cre DESCTER 






























A Thorough 
Washing Action 
That’s Easy 
on the Clothes 


HE Dexter “Turbulator” 

has long, curved wings 

and sloping concave sides 
which produces a triple water 
movement—swirling — whirl- 
ing—rotating. Soapy water 
is forced through every fibre 
of the garments so that even 
those hard-to-clean pieces— 
collars, cuffs, neckbands — 
come out beautifully white. 
The most delicate fabrics may 
be washed with safety in this 
machine. Dirt cannot resist 
the efficiency of its washing 
action. 


Dealers 


(DEXTE 


Rochester 
Harrisburg 












De Luxe 


Model 444E 


A Superior Electric Clothes 
Washer for People Who 
Appreciate Surpassing Quality 


HE modern housewife has grown critical con- 

cerning washing machines. She has learned 

from experience—she has studied the subject 

and discussed it thoroughly with her friends 
and neighbors. More and more women are demand- 
ing higher standards of material and workmanship 
—greater washing efficiency. 


Dexter DeLuxe Model 44-E measures up to the most 
exalted ideals of these washer-wise women. It has 
everything. Beauty—the glistening of nickeled 
copper against a background of gem-like green. 
Stamina—the kind that insures many years of satis- 
factory service. Performance—such washing results 
as you have never seen. A genuine thoroughbred. 


Outstanding Features That 
Distinguish Model 44E 


The Dexter “Turbulator.” Made of 
cast aluminum—produces an amazing 
washing action, cleans clothes quicker. 


The Tub—made of rolled copper, 
heavily nickeled both inside and out, 
easiest to keep looking bright and new. 


Steel chassis—assembled as a separate 
unit—equipped with machine cut steel 
gearing. Fewest moving parts. 


Improved wringer—all metal, cad- 
mium plated with brushed satin finish 
—full-size balloon cushion rolls. 


Bearings—oilless bronze and graph- 
ite, oversize to insure longer wear. 
Oil can lubrication is eliminated. 


C1 © PO 


{Dexter Model 44-E deserves a prominent place in your store. It will bring you quick, 


‘easy profitable business. 


Write today for liberal discounts and sales assistance. 


Co. 





FAIRFIELD , IOWA 


DISTRIBUTED FROM 


Columbus 
Peoria 


Madison 
Minneapolis 


Kansas City 
Omaha 


St. Louis 
Los Angeles 


Seattle 
Spokane 


San Francisco 
Portland 
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that for many 


hardware 
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These transfer 
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Some of th 
™ if the 

ardware Manufacturers 
we serve: 


Graybar Electric 
Stanley Tools 
Prest-O-Lite 
General Electric 
Westinghouse 
Winchester 


Hammach 
Schlemmer aie 


Timkin Bearings 
Remingt 
pn on 
Shapleigh 
tt 








uct to stay—to 
final link in all 


bring repeat orders—the 
your advertising that keeps 





the customer you make. 


INEXPEN SIVE 
EASILY APPLIED 
DISTIN CTIVE 
DURABLE 


These transfer signs that now identify so 


many nationally known products are easily 


applied to wood, glass; metal and other 
substances. Made in any size, design, color 


and quantity. 


ovAR 


Transfer Nameplates 


Let us send you samples 
or a sketch to fit your 
product. No obligation. 


Palm Fechteler & Co. 


67 Fifth Avenue, New York 
Manufacturing Organization in 
ESTABLISHED 1856 






the World 


Largest Decalcomanie 
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WINSLOW 
NEW IDEA 
TUBE SKATES 


Hockey and Speed Models 




















The latest in tube skate design. An outstanding develop- 
ment. 

The one great improvement in twenty-five years. 

Racy in appearance. Sturdy in design. 

In the popular finishes—nickel and aluminum. 

Also a complete line of up-to-the-minute clamp models. 


The Samuel Winslow Skate Manufacturing Co. 


Worcester, Mass. 
New York Sales Office and Warehouse 
85 Chambers Street 


Pacific Coast Selling Agent Stocked and Sold by 
Phil B. Bekeart Co. 1 
717 Market St. San Francisco, calit, °" tien wer oy waaieanes 
pany 
Southern Representatines 
Henry Keidel & Company, Ine. 8 Long Beach Lane, Aldersgate St., 
405 W. Redwood St., Baltimore, Md. Londen, E. C. 














Two Big Business-Getters 


oO 8 
re “CHIC AGg”! I e Skate ‘No. - 18 , te 
TRADE ee US.nar OFF. the biggest yet. 


hit 
More strength, high steel 


back, extra wide clamps 
with wedge grip, vr 


“Chicagos” Meet 
All Demands 

We manufacture every type of Roller 

Skate—Sidewalk Skates with Rubber 


Tires or Steel Wheels—Rink and Rac- 
ing Skates with Shoes attached. 








an 
= Advertising cam- 

n. Get details 
or 4 your jobber or 
write us. 





Fully protected by patents. Beware of infringements. 


CHICAGO ROLLER SKATE CO. 


Established Over 20 Years 


4456 W. Lake Street Chicago, Ii. 











Biggest *1* Christmas Seller 
LINDY’S 





ie Own Plane 
ON | with Sufficient Extr 
, 5 “i c Parts to ane 1 
Spirit of St. Louis Aero- 10 Different Models 






plane Construction Set 


EVERY BOY WANTS mm BE A LINDY 


That’s why a hundred thousand will be sold by 
Christmas. Better get your share NOW. 
Good Profit Maker. Write for illustrated folder. 


METALCRAFT CORP., 4215-25 Clayton Ave, ST. LOUIS, MO- 














Bells and Bell Toys 


For 


HARDWARE, SADDLERY 
and TOY TRADE 


Also for the manufacturers of 
Electrical Bells, Telephones, 
Clocks, Recorders, Registers, 
Typewriters, etc., etc. Special 
sizes made to order. 


The N. N. HILL BRASS CO. 
East Hampton, Conn. 














KIDDIE KAR 


Trade Mark 


“KIDDIE” Vehicles 


Trade Mark 


The original and still outstanding leaders in vehicles for 
tiny tots——KIDDIE KAR, KIDDIE PEDAL KAR, and 
KIDDIE KAR STROLLER all are protected under basic 
KIDDIE KAR patent now sustained by United States 
Circuit Court of Appeals, Second Circuit. 


H. C. WHITE COMPANY 
NORTH BENNINGTON, VT. 


Kiddie-Pedal-Kar, Kiddie- Kiddie-Koaster, 


“eS 
ddie-Skooter, Kiddie-Kar Stroller, ddie-Tender. 











WATCH 
HARDWARE AGE 


for 
timely hints — 
on 


GREATER TOY SALES 
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Speeding to a:record sale and you can 
still get on board— 


Join the IVES Radway Lines 


IVES Defrays the Expense 





BIG TRAINS—SALES—PROFITS 


The Ives Sales Speeding Plan has swept the country. Dealers every- 
where recognized the compelling appeal of a free conductor’s outfit 
—the one thing the play railroad world needed to complete it—given 
free instead of sold at a price. 


The Boy Railroaders gave us the idea. They dictated the style and 
color of the cap. They insisted on a rtal “sure ’nough” punch and 
tickets. They even designed the insignia for cap and coat lapel. It 
is just what they wanted. 


There is still time to join the Ives Dealer Group—time to study our 
plan, receive your stock—free outfits, life-sized window displays fitted 
with real cap, punch and tickets—time to cultivate your market for 
the holiday demand. Every year is the biggest Ives year yet. This 
one will eclipse all previous records. Clip the coupon—even though 
you are only curious. Clip it and get the details. 


IVES MFG. CORPORATION 
Bridgeport, Conn. 








The eight color window display is life size. 
The actual cap, insignia tickets and punch are 
attached as shown. Every purchase of an 
IVES electric train gets an outfit free. There 
is no extra cost to you. Uniforms for your 
sales people. 

Every train will contain a postcard which 
when returned by the boy entitles him to mem- 
bership in the “Boy Railroaders of America.” 
You receive the names—a source of future busi- 
ness. Our Sales Speeding Plan is far reaching, 
intimate and of year ’round duration. Mail the 
coupon for complete details, catalog and price 
list and be sure to give us your jobber’s name. 


Sea eee eee eeaenny 


163 Jessie St. 
San Francisco 


200 Fifth Ave. 
New York 


IVES MFG. CORPORATION, Bridgeport, Conn. 

Gentlemen : 

Please send me complete information on your Sales Speeding Plan and 
a suggested balanced assortment list. My inquiry in no way obligates me. 
EG Aaa Mra ate Pb 68+ 0h bes ¥ Oe a dss HO Neb 0:00 5.005 SEE ROR RUE Eek eeaeeeeye 
A ED er re er rey Pee eee See eee CRC TP ee 
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Buddy L 


Wire for Holiday Stock 


Hammer, saw, scroll saw, draw 
knife, plane, chilsels, try-square, mitre box, whetstone, drills, brace, 
bits and many other tools by such famous firms as Disston, Stanley, 
Vaughan & Bushnell, Greenlee Bros., Millers Falls and others—tools 
to use, not just amuse—packed in a strong, iron bound red and 
black chest. 


Packed with real toole—not toys. 


A self-selling gift that both boys and dads want. Don’t waste time 
ordering samples. Wire for stock. Buddy “L” reputation guar- 
antees quality. Liberal discounts to the trade. Order today. 


MOLINE PRESSED STEEL CO. 
DEPT. HA EAST MOLINE, ILL. 


New York San Francisco 
200 Fifth Ave. 788 Mission St. 








4. Numbers 
in the Line 


No. 4—35 items, 
retails at $25.00 


No. 3—26 items, 
retails at $20.00 


No. 2—23 items, 
retails at $15.00 


No. 1—20 items, 
retails at $13.50 


Made by builders of 
famous Buddy “L” All 
Steel Indestructible 
TOYS for BOYS. Write 
for toy catalog. 
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“STANDARD OF THE WORLD SINCE 1900” 





ELECTRIC 


MODEL RAILROAD 
ACCESSORIES 








DLT TRANSFORMERS 


TRAINS 










NOW: 


Place Your Lionel Order 


It will be shipped promptly 
REMEMBER 


The Lionel Line Stands Supreme 
for 
Beauty of Design 
Mechanical Detail & Precision 
Electrical Perfection & Efficiency 


Handsome & Lasting Enamel Finish 
Lionel’s powerful Super- Motors 
OQUTPULL and OUTLAST all others 


Write today for new Lionel Catalog 
and interesting dealer proposition 


Compare Lionel Quality! 
Compare Lionel Prices! 
Then you can’t be misled! 


THE LIONEL CORPORATION 
15-17-19 East 26th St., New York, N. Y. 
Western Coast Office: 
783 Mission Street 
San Francisco, Cal. 
M. Sweyd, Representative 








DEALERS—Send for New Lionel 






Cc) 


New Lionel 
Achievements 
for 1927 


Anewtype popular priced “O” 
Gauge Locomotive, incorpor- 
ating many new and exclusive 
Lionel features. 

New “O” Gauge Electrically 
Controlled Super-Motor Loco- 
motives. 

New low-priced“O” Gauge pas- 
senger and freight outfits. 
New “O” Gauge 4-wheel and 
8-wheel Freight Cars; made in 
14 different models and sizes. 
New“LionelStandard"Freight 
Cars; made in 15 different 
models and sizes. 

“Lionel Terrace” — an illumi- 
nated village in miniature — 
beautiful beyond words. Just 
the thing for girls in addition 
to their doll houses. 

New Traffic and Crossing Sig- 
nals with “Blinker Light.” 
New Accessory Sets packedin 
beautifully designed and dec- 
orative boxes. 


Visit the New 
Lionel 
Showroom 


—a real railroad tere 
minal — alive with 
useful merchandis- 
ing and display 
suggestions for 
ers. * 
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LIONEL TRAINS 
RETAIL FROM 


S 


55 to 


*300* 
























NEW! 


THE LIONEL AUTOMATIC 
SEMAPHORE TRAIN CONTROL 
Amazing in its action! Train approaches 
— red electric light shines — semaphore 
arm drops—train stops. A short interval 
— light changes to green — semaphore 
arm goes up—train proceeds. 


Catalog and Interesting- Dealer Proposition 
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Christmas Is Upon Us — 
ORDER NOW 


“Christmas comes but once a year.” Are you fully pre- 
pared? Remember—Christmas sales which “might have 
. been” are lost opportunities. Check your stock of Ameri- 
can Flyer trains and accessories. Make sure there will be 
no “lost opportunities” in this popular Christmas line. 














By working our factory night and day, we are still 
keeping abreast of the demand. But it’s a question how 
long we can do so. Dealers have been quick to grasp 
the outstanding profit possibilities in our 20th Anni- 
versary Line. From the new 6/2-foot, wide-gauge “Presi 
dent’s Special,’ down to the smallest mechanical train, 
the 1927 American Flyer Rainbow Line abounds in new 
features, new models, new appeal; and unmatched value. 

















Universal Terminal 


: : “W1; 66s é Many boys operate both “O” Gauge and 
—— pow own brilliant color—‘“rivaled only Wis deGa ° ge rain Setsat ph a 
the rainbow . and often desire to change an acces- 
Y - ‘ , sory from one track to another. For con- 
You are faced with no problem in carrrying an ade- venience, we have designed this Univer- 
quate stock of American Flyer trains and accessories. sal Terminal, which has two terminals, 
3 : : either one of which may be pivoted to 
The line is complete, yet compact and fast-selling. Slow one side when the other is required. 
movers have been cut away. You need not over-invest. Terminal points indicated by “B” for 
: ‘ ‘ Wide Gauge and points indicated by 
You enjoy rapid turnover and clean-cut profits. Order “A” for “O” Gauge. An exclusive 
from your jobber now. Ask him for our new 1927 full- patented feature. 
color catalog—or write us for a copy. ; ee 
“Over Six Million Satisfied Owners” : $5.75 to $55 
AMERICAN FLYER MBG. CO., 2219-39 S. Halsted Street, Chicago Mechanical Trains 


Visit our permanent New York display, ““Toy Center’’, 200 Fifth Ave. $1.25 to $5 


General Distributors for Structo Toys 


oe 





athe th Bd) 
~ ’ ~ . e . 41 /-p ° “i 
Transformers Electric Trains Mechanical G/T Frais _/ 
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You Can’t Measure Good Will 


by the Cubic Foot! 


oo. capacity isn’t measured 
alone in terms of cubic feet. Far more im- 
portant is the ability of a barrow to build public 
good-will—to please customers—to multiply 
dealers’ sales and to multiply dealers’ profits. 


Take the value offered you in the new General 
“No. 100” Barrow, for example. This is a 3 cu. ft. 
capacity, general purpose, steel leg, steel tray wheel- 
barrow. Its finish and workmanship are equal in 
every respect to those of the highest priced bar- 
rows. Never before has a barrow in this price 
range contained so many and so high grade features. 

Let us send you a complete circular on General 


"No. 100” and the names of General distri- 
butors from whom you can secure it. 


GENERAL WHEELBARROW COMPANY 
3140 East 65th Street Cleveland, Ohio, U.S. A. 


Seven chief sales points: 1. Rounded narrow front tray, 18-gauge steel, welded 
and reinforced. 2. 5’ axle with special General lock to prevent axle nut from 
losing off. 3. 8-spoke straight running wheel that doesn’t wobble. 4. ys’ 
bolts throughout; don’t strip, stand tightening and wrenching. 5. Steel 
braces - support front of tray. 6. Hardwood handles handsomely fnished and 
properl ri, 7. Channel steel leg construction. Legs braced behind by 
strong fat 'X brace of special General design. Entire barrow braced rigid 
in every eicden against bending, weaving and side thrust. 





“No. 100” Wheelbarrow 














Cust a Capscrew 


In the days of yore buying cap screws was just a matter of how many 
you required. But today there is as much difference between cap 


screws as there is between other products. 


New ideas, better, more scientific methods and the will to make 
better cap screws all have contributed materially to the Foster 


Supertensil Cap Screw, to make it a cap screw in no way to be 
compared with ordinary cap screws. 


For instance: 


An ordinary cap screw has a tensile strength of 60,000 pounds 
per square inch, while the Foster Supertensil Cap Screw has a 
tensile strength of 100,000 pounds per square inch. 


That’s strength, ability to withstand wear and tear, stresses 
and strains and it emphasizes the fact that there is a vast differ- 
ence in cap screws, that you shduld recognize the fact in 
your buying. 


CLEVELAND 
Union Ave., and East 72nd St. 


Telephone Broadway 840 


The Foster Bolt & Nut Mfg. Company 


CHICAGO 
6249 to 6265 West 65th St. 


Telephone Hemlock 4484 








HARDWARE AGE for NOVEMBER IO, 1927 29 





= 
Oe 0 

fe fa 5 
Z LPF SS 


4, SE SSS 
































sf-i-f—-{-f- 











AND PRODUCTS 


VROPERTY PROTECTION PAYS 
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H ow to Make Your Store 
‘Home Fencing Headquarters” 


A tour of the hardware stores in when buying fence. And _ they 





A high-grade rub- 
bish consumer. 
Baked green enamel 
finish. The “Junior” is 
low priced to get the 
big volume business. 











any city would quickly convince 
you that certain dealers do an ex- 
ceptionally big business on lawn 
fence, and make a real profit on 
the volume. 


How do they do it? In almost 
every case you'll find that these 
two simple ideas are responsible 
for their success: They don’t 
waste their efforts; they feature 
the Cyclone “Red Tag,” nation- 
ally advertised for years, the only 
mark that the public looks for 


CYCLONE FENCE CoMPANY 


talk fence every chance they get. 
Every sale of Cyclone Fence leads 
to others. The neighbors see the 
advantages of fencing home 
grounds, and every fence you 
sell becomes another silent sales- 
man for you, 

Cyclone “Red Tag” is the easiest 
fence to sell. No lazy stock loaf- 
ing in your store. It’s the fence 
for quick turnover, Order from 
your jobber today. - 


Main Offices: Waukegan, IIl. 


Works and Offices: North Chicago, Ill., Cleveland, Ohio, Newark, N. J., Fort Worth, Texas. 
Direct Factory Branches in all principal cities. 


Pacific Coast Distributors: STANDARD FENCE CO., Oakland, Calif.. NORTHWEST FENCE & WIRE 


WORKS, Portland, Ore. 





clone R A g” 


REG. U. S. PAT.OFF. 


Fence ana Gates 











© C. F. Co, 1927 
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Do the knives you sell .. 
stay sold ? 


fpr you figure on a completed sale, with a definite 
profit, every time a pocket knife goes out over your 
counter? Or must you continually juggle profit and loss, 
making good on returns? 


That’s the joker in so many knives that first seem to 
offer an attractive margin. They don’t stay sold. Skimped 
somewhere in the making, or in the materials! Binding 
joints—spreading ends—brittle handles—inferior steel. 

No ‘“come-back”’ here! 
Little or none of this trouble is experienced with 
Robeson gpurtdee pocket knives. They are strongly, 
correctly made in every detail. Customers are satisfied; 
sales are final. 

Shapes and sizes all the way from plain whittling to 
fancy nail-filing! Special blade combinations for hunters, 
fishermen, radio tinkerers, farmers, and boys. The Pocket- 
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Eze type that can’t wear out pockets. The Mastercraft 
model that opens easily and snaps closed. All Spurkdge 
—which means what it says. 

A knife for every pocket—with good profit for yours! 

And there’s no “come-back” on Shwrkdge household 
knives, either. Women won’t return these to you with 
loose or broken handles. Men won’t come in with sar- 
castic remarks about carving edges that don’t carve! 


Every knife designed by Robeson Rochester for kitchen or table 

_use—and that covers ail such uses—is built to do the best possible 

cutting job over the longest possible period of time. Well-tempered 
blades of Stainless Steel. Strong, good-looking handles. 


Right in line with a present vogue are thenew S/unrédge Par- 
ing Knives with colored handles. (Also used as fruit knives.) 


Ask about our effective Display Case finished in white Duco 
enamel. Prominently displays fifty or more knives. 





Carving knives with handsome handles of natural stag or bone. Slicing 

and bread knives of several blade lengths and styles. Paring knives. 

Fruit knives. General utility knives. The Robeson Shuwrikdgee line 

includes knives for every conceivable household use. Guaranteed free 
from imperfections 


ROBESON ROCHESTER CORPORATION 


Factory and Main Offices: 


New York Office and Display : 
Rochester, N. Y. 


200 Fifth Avenue 
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Let this 
“Man Of A Thousand Faces” 
Make Friends For You 













This Face Changes 
Quickly ~ 








But Your Face Will 
Always Wear A Smile 
Of Satisfaction If You 
Trade Here Regularly 













YOUR NAME, ADDRESS, 
SLOGAN, ETC., HERE 








(This design was created especially for Hardware Age and 
can be supplied ONLY to Hardware Age subscribers) 


















“MOV-I-GRAFF”’ Pat. 1926. 


A Brand New Good-Will Creator 


The man’s face (being a flexible chain) assumes hundreds of 
surprising and comical ee when the card is tapped 
lightly. 

Pass these cards around at picnics, fairs and other gatherings 
and your “ad” will be “the life of the party.” 

The illustration shows the actual size of the cards. Just right 
for enclosure with statements and letters to customers. 


Special Lew Prices te Hardware Age Subseribers 


These prices include imprinting in one color your name, address, slogan or 
trade mark. 











* Special Price to Hard- 
Quantities Mfr’s. Price ware Age Subscribers 










500 19.00 17.00 

- 1000 30.00 27.00 
2000 60.00 54.00 

3000 90.00 78.00 

5000 142.50 125.00 





large number of these cards and give subscribers the benefit of quantity prices. There 


*Note: As a special service to Hardware Age Subscribers we have contracted for a 
is no margin for bookkeeping and collection, therefore please send check with order. 











Hardware Age (Reader Service Dept.) 239 W. 39th St., N. ¥. 
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1. Schrader Valve In- 
side. The first and main 
defense against escape of 
ait. Constructed accord 
ing tosound, proven prin 
ciples of air-control. No 
aif Can escape at mouth 
of valve when equipped 
with a Schrader Valve 
fe in pood condi 


K 


Insic 


tion screwed down tight 


2. Schrader Valve Cap. 
Fitted with metatl-rein- 
forced dome-shaped 
swivel rubber washer 
which seals the air at 
month OF trre valve This 
cap alone holds air up 
to 250 Ibs. when screwed 


lown tight by hand. 


HARDWARE AGE for NOVEMBER I0, 1927 


3. Schrader Dust Cap. 
Matlaue a valve cap rare! 
valve stem threads from 
dirt or injury, making it 
to remove rim out 
bushing when making a 
tire change Highs po 
ished nickel finish add 
rreatly to appearanc 


car. Will not jar loos. 


4. Schrader Rim Nut 
Bushing. Ovuter threads 
permit quick attachment 
of Schrader Dust 
with a few turns of 
hand. Holds valve rig 
and prevents chafing 
valve stem. The bushing 
should be tightened 
with pliers or wrench. 
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SSA Sell Hack Saws 
Faster ata 


Good Profit 













to carry 
Less Cash 


tied up 
* JIFFYSELLER” Assortment 


An easy, convenient and more profitable method to carry and sell Hack Saw Blades. The new 
SIMONDS way, which reduces to a minimum your investment, yet gives you a full assortment of 
high-grade blades in all the best selling lengths and number of teeth. A simplified sales plan which 
dealers everywhere are taking advantage of. If you have not tried this more convenient and less 
expensive method send in a trial order now for “JIFFYSELLER,” Simonds Hack Saw Assortment 
in the convenient container. It permits you to sell Hack Saw Blades quickly and at a profit, with 
a small stock investment, directly from the container—conveniently arranged in the wanted lengths, 
8, 10 and 12 inch, and the proper number of teeth—18, 24 and 32—one gross in all. 


Tell your jobber you want “JIFFYSELLER” Assortment, SIMONDS high quality hack saw blades. 


SIMONDS sx“: 


ESTABLISHED 1832 
Hardware Department Fitchburg, Mass. 
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You still see bolts in windows of 
old time buildings. They were 
the first step in the progress of 
window suspension. 


time. 


In tune with progress 


Sash Chain is the chain industry’s contri- 
bution to progress in the building industry. 
Contractors and builders prefer ACCO Sash 
Chain, because it makes a more practical 
and a quicker installation. 

Knot tying and waste have been eliminated. 


100 feet of sash chain will hang seven double 
windows, as against five with sash cord. 


ACCO No. 8 Sash Chain 


operates freely on regular sash cord pulleys 


ACCO No. 8 is specially shaped to operate 
perfectly over the regular pulleys made for 
cord. It will not “‘ride”’ or jam between the 
pulley and casing. Being steel, it cannot 
fray or rot. 

AMERICAN CHAIN COMPANY, Inc. 


BRIDGEPORT, CONNECTICUT 


In Canada: 
Dominion Chain Company, Limited, Niagara Falls, Ontario 


ACCO 


No. 8 SASH CHAIN 





When sash cord with balancing 
weights were first used, our grand- 
fathers thought this a wonderful 
improvement—and it was, for its 














































Today, leading architects specify 
permanent steel chain for win- 
dow suspension, and many home- 
owners use ACCO No. 8 Sash 
Chain, as they learn the many 
ad vantages steel chain over 
old fashioned cord. 





This display 
holds ten 
boxes, each 
box contain- 
ing 14 feet of 
chain, cop- 
pered finish 
with neces- 
sary attach- 
 ements— 
enough to re- 
place the 
cord in any average hung window. If 
your jobber cannot supply you, write 
us direct. 


Also furnished in substan- 
tial cloth bags in 100 foot 
lengths with sufficient hooks 
for attaching to sash and 
weights. Convenient for 
builders to use on the job. 

















| 
{ 
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Over a Func 
Years of Snips 


The fact that Pexto Snips have back of 
them over one hundred years of tool mak- 
ing experience surely means something to 
you and your customers. 
No detail of design or construction that 
would add to their excellence has been 
omitted. From their well-shaped handles 
to the ends of their clean-cutting blades 
they are as nearly perfect as highest grade = “Be sure, my boy, to always use good tools. As an 
materials and workmanship can make them. old timer I tell you it will always be to your advantage 
The snip illustrated below is the genu- —better work with less effort on your part and a saving 
ine 1819 original and is made in nine sizes, in time, too. These PEXTO Snips, for instance, have 
length of cut from 13%” to 444”, length given/me many years of good service and I haven’t 
overall from 8” to 17”. found anything better.” 


PECK.STOW Wi Conn.USA 
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Progressive Dealer is 
awakening to what 


100% PURE VARNISH 


‘ TERLING” onSILVER—‘ 100% customer confidence and profitable 
Pure’’ on Varnish—one indi- business, it is necessary for him 
to offer his customers Varnish, as 


cates quality as does the other. 

Until Martin’s 100% Pure Varnish improved. Martin Varnish Co.isthe — well as other merchandise, that 
was put onthe market fifteen years Pioneer manufacturer of Varnish _ will stand the closest scrutiny. 

ago, there existed an element of labelled 100% Pure (manufactured The authorized agent for Martin’s 100% 
chance in buying Varnish. During only of. Pure Fossil Gums, Pure Pure Varnish knows that he is offer- 
the last few years methods of mer- Vegetable Oils and Pure Turpentine ing the best of Varnish spicier 
chandising and standards of quale ~~No Benzine—No Rosin). pts cotsirtgl agepedppip stat eton 
“Spa Ps ‘ y is on every can. 
ity in Varnish, as in practically all The progressive dealer today knows = Weinviteinquiry from progressivemer- 
lines of merchandise, have greatly that to establish, retain and develop _—_ chants who cater to intelligent buyers. 


“Know What You Buy” 





a ee iia = 
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 MARTIN-SENOUR : 


ESTABLISHED 1878 








(Pioneers of 


Pure Paint 
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A Remarkable Piece of Steel 


'HE Empire New Process Bolt is one of the 
most remarkable pieces of metal in the world. 
Manufactured in millions on wonderful auto- 
matic machines and shipped to all parts of the 
world, the marvel is that every one of these 
millions is just as accurate, held to just as close 











Threads of Gauge-Like Accuracy 


Makers of Bolts 


This advertisement appears in THB SaTurDay Evenino Post 


limits as every other one and the tensile strength 
is unvaryingly in excess of 80,000 Ibs. 


Such uniformity of accuracy and strength is char- 
acteristic alone of Empire New Process Bolts 
owing to the special machinery and processes 


Samples for testing will be furnished to responsible concerns. 


RUSSELL,BURDSALL & WARD 
© BOLT& NUT COMPANY © 


PORT CHESTER.NYY. 


Branch Office: Branch Office : Branch @& Gillette 9 Maydwell & Hartzell, Inc 
Seraus Building General Motors Bldg, Pactary: perm, 7 belly a 158-168 Eleventh Street 
CHICAGO DETROIT ROCK FALIG,Iis. SEATTLE SAN FRANCISCO 








Nuts 








and Rivets Since 1845 


invented, controlled or adapted by this company. 
The strength and lasting qualities of all manu- 
factured products using Empire New Process 
Bolts are automatically increased over such prod- 
ucts using ordinary bolts. Yet there is no dif- 
ference in price. 





Over 80,000 lbs. Tensile Strength 
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Three window displays of Vollrath 
Wareexclusively, areusedevery year 
by The Cramer Hardware Company, 
North Tonawanda,N.Y.,and some 
Vollrath items are shown in their 
windows practically all the time. 





A Vollrath window 


never fatls to interest 





9) 


This is the experience of The Cramer Hard- 


O other merchandise 

we carry,’ says Mr. 

R. Cramer, of The Cramer 
Hardware Co., North Tona- 
wanda, ‘‘sells as steadily the 
year round as Vollrath Ware. 

“We always make it a point to 
stage at least three exclusive Voll- 
rath windows every year, and al- 
ways have some Vollrath in the 
windows when showing other 
merchandise. A Vollrath window 
never fails to interest the passer- 
by and a few items of Vollrath 
Ware in every window are good 
attention getters. 

“Tt is easy to dress a good look- 
ing window with Vollrath Ware, 
because the vessels themselves are 
attractive, with their snow-white 
surfaces and graceful shapes. 

» We never crowd our windows 
when showing Vollrath Ware, for 


ware Company, North Tonawanda, New 
York, who have three exclusive Vollrath 
windows every year and nearly always 
have some Vollrath Ware in their windows. 


we have noticed that a few good 
items properly displayed get more 
attention than many items close 
together. Women like to study 
the shapes and sizes of these ves- 
sels and make up their minds 
leisurely and undistracted. 

‘Inside the store we follow the 
same plan and show every Voll- 
rath vessel soit can be plainly seen. 

“Our investment in Vollrath 
Ware runs around $300. We have 
turned our stock about four times 
each year during the six years that 
we have handled the line, getting 
a fifty per cent mark-up without 
any trouble. 

‘This business is done in 100 


square feet of space —a nice 
volume forso little overhead. 

‘‘Our stock is always com- 
plete, even though we are 
nearly a thousand miles from 
the factory. This is due to the use 
of the Vollrath Stock Sheets, 
which keep us from overstocking 
items and sizes that sell slowly 
and from underbuying items and 
sizes that sell fast.”’ 

The Cramer Hardware Company 
is doing no more with Vollrath 
Ware than scores of other good 
hardware stores. But are you 
doing as much with the kitchen 
ware you handle? 

The Vollrath salesman will be 
glad to give you full information, 
or write 


THE VOLLRATH COMPANY 


Established 187 
Sheboygan - - - isconsin 


























i Sd EEE 


Rec ames 3 


RENEE? 
Re tas 








“hr 
Is 


ei 

















FOUNDED 186565 


nMardware 


239 West 39th Street, New York City 


FRITZ J. FRANK, PrRasmIDENT 
GEORGE H. GRIFFITHS, GengRAL MANAGER 


Copyright 1927 by Iron Age Publishing Company 


VOL. 120 New Your, NovemBen 1 10, 1927 





LLEW S. SOULE, EpitTor 
Associate Editors: CHARLES J. HEALE, J. A. WARREN 


Show Card Editor: JosmrpH BERTRAM JOWITT Contributing Editor: SAUNDERS NORVBLL 


No. 19 








Contents 


Trade Winds, by Liew S. Soule... 2.0... .ccccsecccene 43 
Snappy Weather Brings Sport Goods Sales.............. 44 
Union Square Correspondence, by Saunders Norvell...... 46 
Walz Groups Toys According to Children’s Ages......... 48 
Everybody’s Business, by Floyd W. Parsons............. 49 
The Man Behind the Counter....................0.005: 50 
Pettee Sells Sixty Gas Ranges in Less Than Two Weeks.... 51 
Hamp’s Hello Heard in Buenos Aires................... 52 
Bondurant Replies to T. E. Richards.................... 53 


Open Displays Sell More Goods for Bernath & Osterhout... 54 


DEPARTMENTS: 
SNE TORO OE GP FOB icc onesie ce ceccceccencs 59 
Washington News Letter, by L. W. Moffett........... 66 
RG NE PONS 6 bb:bs sdpensse cede ceaber ses oes 67 
Suggested Resale Price Chart....... ee ee ‘os ae 
OU ME oF Sa pao wend eves koee ss ceeens 86 
Coming Hardware Conventions..................... 92 








—_rx=o— 


Branch Office Representatives of Hardware Age 


EDITORIAL 
Cuicaco: D. M. ANDREWS CINCINNATI: BURNHAM FINNEY 
1507 Otis Bidg. 904 ist National Bank Bldg. 
PHILADELPHIA: JaMes M. Rosp Boston: GmeRARD a 
1402 Widener Bldg. 425 Park Sq. 
PitresurcH: G. F. Tecan MINNEAPOLIS: F. 8 ‘on 
1002 le Bldg. 4216 Bryant Ave. 8. 
: F. L. PRentiss WasHIncTon: L. W. Morrertr 
1862 “Henne Bldg. 536 Investment Bldg. 
ADVERTISING 
oaco: R. R. CRONKHITB PHILADELPHIA: Harotp G. BLoperrt 
1507 Otis Bidg. 1402 Widener Bldg. 
ND: WILL FEDDERY New York: P. J. Coscravp 
1362 Hanna Bldg. 239 W. 89th St. 
Boston: CHAUNCEY ‘. ” i aaa 
425 Park Sq. 


Sonqcaareten Price—United States, tts eee Canada, Mewioco, Central America, 

louth America. Spain, and its colonies. 1 year, $8.00; 2 years $4. 00. Foreign coun- 
a. not taking domestic rates, 1 year, $6.00. Single copies, 25c. each. Subscription 
remittance should be made by Oheck, Post Office Money Order, Bapress Money der 
or Bank Draft, payable to Harpwarge Acp, New York. 





Member of the Audit Bureau of Circulations 


Sell Us Your Copy of 
the Jobbers’ Number 


LTHOUGH we thought 

we had made generous 
provision for any possible de- 
mand for copies of the Jobbers’ 
number, the October 27th issue, 
the supply was exhausted in 
less than a week after it was 
published and requests for extra 
copies continue to pour in. 

If you can spare your copy 
of the Jobbers’ number, and 
will mail it to us at once, we 
shall gladly extend your sub- 
scription to HARDWARE AGE 
one month beyond the present 
expiration date and will thank 
you for your cooperation. 

Mail it to HARDWARE AGE, 
Readers Service Department. 


Read What They Say 
About Us: 


We are an old subscriber of 
Harpware AGE, and think it a 
“Dandy” paper, always up and ahead 
of the times. 

Again thanking you, we remain, 

Yours very truly, 
A. L. SHERK & Son, 
Chambersburg, Pa. 


The writer is indeed pleased to 
send check for $4 for two year sub- 
scription to your very helpful maga- 
zine. 

First—I have won $30 in two con- 
tests—besides (secondly) the excel- 
lent hints for business getting and 
window display. 

Very truly yours, 
(Signed) M. FEIMAN, 
Brooklyn, N. Y. 
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1. Curley Lock Pattern 


“ 








2. Heart Design 


“ 


3. Tulip Pattern 


~ 





4. Etruscan Pattern 






~ 


5- Alhambra Pattern 


“ 


6. Warwick Pattern 



























cost of elaborately designed and specially executed 
forged iron hardware. The field is too limited to be 
— ' eer en ' of interest to hardware men. But most people can 
. who travel to England and the Continent afford McKinney Forged Iron Hardware. Builders 


stand spellbound beforethe romanceand beauty of 5 architects and prospective home owners have forced 





the forged iron hardware which forms such an impor- 
tant element in the equipment of mediaeval buildings. 


Some of this hardware can never be duplicated. But 
the forged iron hardware now made by McKinney 
is far finer than any average that could be drawn. 
It deserves to range very close to the top from the 
standpoint of sheer loveliness and artistry of design, 
texture and finish. 


There are mighty few people who can afford the 


MCKINNEY 


FORGED IRON HARDWARE 


an astonishing increase in demand for it during the 
past twelve months. 


There is no substitute for the completeness, the 
accuracy, the authoritative design of McKinney 
Forged Iron Hardware. It should be carried as an 
important stock item by every progressive builders’ 
hardware dealer. For catalogs and all information write 
to Forge Division, McKinney MANUFACTURING 
Company, Pittsburgh, Penna. 
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TRADE WINDS 


By Llew S. Soule 











Sales Now, or Clearance Sales Later 


HE retail merchant is now at a season- 
able fork in the business road. 

One branch leads via thoughtful, ener- 
getic, efficient selling to well balanced stocks 
for inventory ; the other takes the lane of “wait 
for the trade to come in” and leads to January 
clearance sales. 


The first is rough in spots, but it ends in a 
smooth broad highway. The second looks like 
easy going at the start, but it soon leads to 
one of the worst detours of the business thor- 
oughfare. 


We wonder how many retail hardware mer- 
chants are going to choose the right road? We 
wonder, because we remember the many clear- 
ance sales held last January, and many other 
Januarys. We wonder if the truth about the 
clearance sale has at last prevailed, or if it is 
still a standard remedy for sick merchandise 
stocks? Time alone will tell. 


Be that as it may, there is no profit for you 
in clearance sales except the profit which comes 
from experience. A clearance sale is only a 
means for salvaging something from a loss due 
to improper buying and inadequate selling. So 
far we have been unable to find any one who 
ever salvaged a profit out of a loss. 


The clearance sale started as an expedient— 
a means for getting rid of surplus goods. As 
an expedient it had its place, but somehow or 
other it seems to have graduated from the ex- 
pedient into the regular class—something to 
look forward to rather than to look back at. 
Why? Nobody seems to know. Certainly there 
should be no great anticipation in looking for- 
ward to clearing out a lot of perfectly good 
merchandise on a profitless price basis. Yet 
that is what the average annual clearance sale 
does. 

Most hardware merchants plan their clear- 


ance sales for January or February, after in- 
ventory. In many cases it means cutting prices 


on goods for which the demand is at its height. 
January and February are winter months; 
months when people buy winter merchandise. 
Clearance sales at that time mean only failure 
to get legitimate prices at the demand period. 
As to the unseasonable goods—who is going to 
buy them then, even at a price? 


There is but one real remedy for poorly bal- 
anced stocks. It consists of a mixture of care- 
fully regulated buying and sensible seasonal 
selling. It may be too late for proper buying 
to help you this year, but there is still time 
for plenty of sensible, energetic selling. 


Get your clearance of surplus stock now at 
prevailing prices. Work with the wave of holi- 
day buying. Bend every ounce of energy, and 
experience, and enthusiasm toward selling now 
the things in your store which will soon be 
unseasonable, or of which you have too large a 
stock. Then when your competitors are hold- 
ing their annual series of unprofitable clearance 
sales, you can be specializing on new, clean 
stocks which carry a profit. Also you can be 
planning your future selling campaigns and be 
ready to get the cream of the spring business. 


After all—why educate your customers to 
wait for clearance sales? If that is your ob- 
ject, why not advertise “Don’t Buy Now, Wait 
for the January Clearance Sale.” That, in 
effect is what a big majority of merchants have 
been doing for years, and the customer has been 
wise enough to profit by it. He is about the 
only one who has profited. Meanwhile as he 
pays the clearance sale prices, he concludes 
mentally that he isn’t really getting a bargain; 
that the merchant’s original prices were of the 
‘“‘“Hold-Up” type. 


If you are “stuck” at the close of this year, 
by all means clear out the over stock, but plan 
not to be stung again the next year. Mean- 
while remember that sales now cut down the 
need of clearance sales later. 
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Snappy Weather Increases Sporting Goods Sales 


HERE is always a profitable market for some 

part of the sporting equipment stock. The hard- 

ware merchant who studies his local field for sales 
in this line will find the late fall and early winter months 
among the most active. In practically every State the 
fall hunting season is in full swing. Guns are in de- 
mand and obviously the continuous replacement sale on 
ammunition is in itself very attractive at this time. The 
man who is fond of shooting needs more than a gun and 
a supply of shells. If you are properly serving your 
town’s hunters, you are displaying and talking about 
complete hunting outfits. 





My 


Jackets, caps, boots, leggings, some camping equip- 
ment, waterproof shell and match cases, vacuum bottles, 
lunch kits, cook stoves, handy size axe, substantial utility 
knife, flashlight, sweater and a copy of the State game 
laws, will all come in handy. The experienced hunter 
will immediately recognize your thoughtfulness in sug- 
gesting these pieces to complete his outfit. The novice, 
if he has the proper confidence in your store, will wel- 
come all of your suggestions, so be sure that your advice 
on equipment is accurate. Then he will return each 
year to have you fit him up. 

Realistic window displays have been found very effec- 
tive for the sale of hunting 
equipment. Many of the lead- 
ing stores, at this time of 
the year, specialize in hunt- 
ing scene displays. Emigh- 
Winchell Hardware Co. of 
Sacramento, Cal., can always 
be depended upon to thrill the 
hunters and would-be hunters 
of that territory. Geo. F. 
Hauber, who has charge of 
displays, is a real genius when 
it comes to a true-to-life pic- 
ture in the window The sam- 
ple reproduced tells that. 

The window with the three 
deer heads used at the open- 
ing of the deer season sold 
eight rifles the first three days, 
four of them the first day, two 
on the second day and two on 
the third day. 

In your enthusiasm for the 
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Liberty Hardware Co., Vincennes, Ind., used this layout of sporting goods and sport clothing. The photo topping the opposite page and the one 


at the bottom of this page are from Emigh-Winchell, Sacramento, Cal. 


The window of sporting goods and sport clothing at the bottom of the 


opposite page is that of Smith-Watkins Hardware Co., Lexington, Ky. 


hunting equipment business do not neglect the other 


phases of the fall and winter sporting goods market. 
Football is at its height, and golf continues a popular 
pastime for a large majority. At this time of the year it 
is well to feature warm jackets and sweaters with your 
golf clubs, bags and balls. The players in November 
and December will need these warm garments. The 
Liberty Hardware Co. of Vincennes, Ind., sell golf 
equipment nearly all year and always remember the warm 
clothing needed to really enjoy the sport in this season. 

There is, of course, a large sale of indoor athletic 
goods. Basketball, indoor track work, gym practice and 
indoor baseball come into their own at this time. Each 


year Americans show increased interest in indoor and 
outdoor athletic activities. This means larger sales each 
year in the equipment needed to enjoy these sports. 
The hardware store going after the all-year sporting 
goods market should have one man at least definitely 
assigned to this department. It may not be practical in 
all stores to have a man do nothing else, but in any event 
some one of the staff should be assigned to give this 
end of the business special attention, even though he has 
other duties. This man should preferably be one with 
some interest and knowledge of hunting, fishing and 
other sports. If he is active in any of them, so much 
(Continued on page 88) 
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Union Square Correspondence 


By Saunders Norvell 


T a Directors’ Meeting recently, | ran into a new 
idea that struck me as being very nifty. In front 
of each Director was a large, leather-covered port- 

folio with the name of the Director printed on the cover 
in gold letters. Inside of this portfolio were twenty 
divisions made of stiff cardboard. These divisions were 
indexed in the cut-out margin from No. 1 to No. 20. 
Inside of each portfolio were papers on various subjects 
and reports on different departments which were to be 
taken up at the meeting. Each paper and each report 
was filed under a certain number. 
$+ 3 

The Chairman of the meeting had a program of mat- 
ters to be considered at the meeting. Opposite each sub- 
ject was the number of the division in the portfolio 
before each Director. Each Director also had a pro- 
gram of the meeting, so that when the Chairman of the 
meeting referred to a certain subject, for instance, No. 
10, all you had to do was to turn to No. 10 in your port- 
folio, and there were carbon copies of all the papers 
and reports bearing on the subject being discussed by 
the Chairman. With this system, every director was 
fully supplied with information and he had no difficulty 
whatever in following the course of the meeting without 
much effort, loss of time or wear and tear. 

e-e v6 


This may be old, but in my limited experience, | 
never saw it done before and I pass it along to others 
who may find it of advantage in their meetings. The 
same plafi could be used to advantage in sales meetings 
as well as in directors’ meetings. In other words, every 
meeting, in order to save time, should have a program. 
With the above system, the program can be followed 
quickly and intelligently with necessary reprints and in- 
formation. 

oo he 

Another experience I rather enjoyed recently was send- 
ing a man to a factory to make a report on conditions., 
When the report came, instead of being in the form of a 
lot of loose leaves closely typewritten, it was arranged in 
an entirely different manner. The man getting up the 
report had sent it to me in a leather-covered, loose-leaf 
book. Every part of the report had been typewritten 
under headings. Each heading had been clipped together, 
filed and put in on a loose leaf. Every page was num- 
bered. At the beginning of the book was an index of all 
the various headings of the report, with the page number. 

2 ~@ 


Never before in my experience had I been supplied 
with a report in a more convenient form. I did not 
have time that day to study this report, so I took it 
home with me that night. How simple it was to hold this 
book in my hands and read this report! Not only was 
the report in very handy form, but with the loose-leaf 
system, as time passes and the report is added to, the 
only thing it is necessary to do is to insert additional 
pages under the proper heading. Then, instead of 
filing this report with other papers, I could keep it in 
my desk in book form for immediate reference. 

.s-s 


This also may be an old story to some of the readers 


of the Harpware Ace, but I never before received a 


report gotten up in just this manner. So we learn 
something new every day. 
a 


It has been a good while since I have published any 
letters from my correspondents. Following are several 
that I found quite interesting. I am sure the trade 
will appreciate them. It may interest our readers to 
know that.in Mexico it is the custom for every store 
to have a sentimental name. I notice this store in 
Tampico is called: “La Paloma,” which, if I remember 
correctly, means: “The Dove.” 

ee 


Some time ago, you will remember, I wrote about the 
enormous lobster crop of Nova Scotia. This discus- 
sion of lobsters evidently disturbed the peace of mind of 
a certain Senor A. Vaughan Gregory in the hardware 
business in Tampico, Mexico, so he addresses me as 
follows: 

GENERAL MACHINERY & SUPPLY CO., S. A. 
“LA PALOMA” 

WHOLESALE HARDWARE MACHINERY— 
BUILDING MATERIALS & SUPPLIES 
ADDRESS LETTERS TO APDO 258 
TAMPICO, MEXICO. 

Muy Sejfior y Mio: 

Speaking of lobsters, among the many facetious modes of 
imposing taxes in this country, one of the most amusing is the 
“impuesto de las Langostas.”’ The latter word means “lobster,” 
but it also means “locusts’—not the kind that you and I, 
as boys, tied on a string and carried to school to scare the 
girls and amuse our pals with by their buzzing wings, or to 
study their backs for the mystic letter that would surely dis- 
close peace or war for the next seven years, but the kind that 
“came and took another grain of wheat.” 

Well, once upon a time, the locusts really did invade Tabasco, 
or Chiapas, or some other God-forsaken state, and they de- 
voured the one ear of corn per hectare that forms the usual 
crop. Immediately, an enterprising President—I think it was 
Carranza—rushed to the aid of the poverty-stricken peones 
and decreed a tax of one centavo on each letter transmitted 
locally through the Mexican mails. Of course the plague of 
the locusts rapidly subsided but the tax remains and on all 
letters within the confines of this Republic, we affix a one 
centavo stamp in addition to the regular postage. Some one 
called it the Tax on the Lobsters! 

You can judge from my introduction just how delighted I 
am to have received your letter of Dec. 13. There is positively 
no related thought to be connected with my opening para- 
graph and I hasten to make good my threat and place before 
you a panoramic view of “Us.” Incidentally, the “Portales” 
(picture of store on letterhead) on the right is the father of 
the family and the place where I am now sitting, at 12:45 
of a cool night, trying, in some measure, to repay you for 
your interesting pages. 

You are, of course, quite at liberty to use my former letter, 
or any other letter that I may have the pleasure of writing 
to you, in any way you see fit, with or without using my name. 
However, I do feel that the phase of the matter of the little 
fellow, as I outlined it, is a very one-sided view of the story. 
The more I read in various magazines of the problem confront- 
ing the manufacturer at the present moment in regard to de- 
tails of selling and distribution, the more I appreciate just 
how complicated that problem has become. 

You no doubt readily recognize that I was, and am, fussing— 
not confusing—the ideas expressed in your “Little Fellow’ 
with Llew Soule’s able editorial on hand-to-mouth buying. 


a 
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They seem to me a joint subject, if not the same thing, and the 
solution of the one is the answer to the other. It is not so 
much a question of how far the manufacturer can extend his 
service as a warehouseman or of whether the “vanishing 
point” is brought closer by acquiring the habit of running 
to the manufacturer for small shipments and so increasing 
the laid-down cost of the goods. Those points will adjust 
themselves automatically because the manufacturer will be 
forced to raise his prices if he loses money on small shipments, 
thus driving the little fellow back to the jobber. The little 
fellow, or the big fellow, who does not figure his ultimate 
cost and get that much, at least, out of his sale, will very 
soon be eliminated from the field. 

However, it is a question of how necessary the jobber really 
is in the scheme of distribution and whether the manufacturer 
can job more or less successfully than the firm that devotes its 
time to that function only. It is also a question of whether 
the manufacturing jobber can do the necessary financing to 
keep the little fellow going. One of my difficulties is that the 
only viewpoint I have is that of the importing jobber and re- 
tailer, and the perspective is not the same. 

Which reminds me that I want to quarrel with your remark 
that the big things you write about “never seem to scratch the 
surface.” It would seem to me that the reason why few 
people write you on the serious things is because your readers 
appreciate the depth of the subject. Most of us are busy 
men. Many of us are not given to expressing our thoughts 
readily with a typewriter ribbon, and one hesitates to enter 
into a discussion of a subject worth while with the realiza- 
tion that you have given the matter a great deal of thought 
and preparation and that it will take a vast amount of delving 
into the subject before it would be wise to open up a dis- 
cussion with you. 

Which further reminds me of the incident that stands out 
most clearly in my mind of all the interesting events pertaining 
to the overthrow of the Carranza government. They have here 
itinerant venders of ice cream who carry their wares in a 
little square box balanced on their heads and advertise like the 
hucksters of all countries, in a sing-song voice, “Helados— 
Helados.” The news arrived that the Revolutionists were but 
a few miles out of the city and that they were bringing up 
artillery to bombard the fown. I ordered the store closed 
and the steel shutters drawn. Then I went out to see if a 
bursting shell sounded any sweeter! I heard a great com- 
motion a block or so away and strolled up to see the excite- 
ment. It is a long street leading to the “Island,” a warehouse 
district far removed from the center of the town—a narrow 
street, though well paved. - 

This thorofare was jammed from building to building, in- 
cluding the sidewalks, with a motley lot of drays, carts, trucks, 
hacks, pedestrians, automobiles, pushcarts and even wheel- 
barrows loaded with goods, all rushing to the comparative 
safety of the Isleta, all crowding and pushing and blocking 
each other, all trying madly to hurry and succeeding only in 
frantic movement and a discordant Babel. 

From the opposite direction of the cross street on which I 

stood, there approached an Helado vender. He was not aware 
of revolution or of bombardment. He cried hopefully, “Hela- 
dos-He-la-dos,” and peered up into the office windows, hoping 
some hungry young clerk would make him a signal. He was 
-a dirty, ragged peon, dragging along slowly with his grimy 
box balanced on his head and his little folding stand tucked 
under his arm. So intent was he on a set of windows that 
he had fairly reached the street corner before he saw the 
rushing, fighting crowd. He was even half-way through his 
chant, “Helados-He-la-a-a,” which ended in a gurgle—a 
strangled gasp. Pulling his box from his head, he tucked 
it under his free arm and dashed into the crowd to struggle 
with the rest and fight his way to safety. 

As a matter of fact, the Revs had no artillery within fifty 
miles and no real body of troops within a day’s march. Thirty 
minutes later, I stood on the main plaza and watched three 
cavalry officers ride up in ragged uniforms and demand, and 
get the surrender of, the town without firing a single shot. 
They, too, threatened bombardment but it was an hour before 
even a squadron arrived in town, and the following day before 
the infantry began to appear. It was not cowardice. It was 
simply pure nerve. The Colonel, Arnulfo Gémez, is now 


one of the leading Generals of the present regime. It was he 
and two lieutenants who “captured” Tampico. 
The much-heralded Friendship Flight is in our midst. At 
least, I am told that it is. The five hydroplanes arrived after 
dark, lighted (or whatever a Hydro does when it lands) on 
a sandflat five miles from Tampico over across the Panuco 
River, in a most desolate, inaccessible spot, busted a few oil 
pipes, etc., and then parked themselves for the Holidays. There 
are no repair parts available! Apparently, there was no 
preparation made for an accident, although the Military At- 
tache frem Mexico told me that everything would be so 
carefully prepared that even extra pilots would be available 
in the event that one of these men fell ill! 
President Calles had prepared a big reception for TEN 
men and only four were sent to Mexico to pay their respects 
to the Government. With the object of the flight in view, it 
would seem that our War Department would have taken into 
consideration the love of the spectacular that dominates these 
Latin-Americans, gotten the planes away on time so that 
they would arrive at one of the biggest cities in this Republic 
during the daylight hours, put a little snap into their arrival 
by dropping a couple of bombs filled with little U. S. and 
Mexican Flags and.a word or two in Spanish about amity, 
friendship, etc. I understand the officers detailed to stay here 
are making some close friends—among the American cabaret 
girls. 
I shall be delighted to come in on you some day—perhaps 
next fall—and prove to you what a bad judge of cigars I am. 
Speaking of being a hobo, I am planning a walking trip through 
England and Ireland next fall with a couple of Irish pals of 
mine—that is—if I can persude my boss, Tom Sutton, to 
leave off his Rotary trips long enough to come and hold 
down this job for four or five months, also provided the 
chap that’s in Singapore and the other that’s in Rio can heave 
to in Liverpool around Aug. 1. You had better give way 
to your early desires and join us. That would just make a 
hand at bridge! 
With which closing remark I have the honor, my very dear 
Sir, to subscribe myself, 
avg Faithfully yours, : 
unassisted (Signed) VAUGHAN GREGORY. 
In due course, I replied to Brother Gregory from 
my office at 31 Union Square. Now, in September, it 
seems that Sefior Gregory has been on the move—has 
even come to the States and returned home. He has 
even been out fishing for black bass and filling his lungs 
with fresh air from the pine woods. Friend Gregory 
certainly has been busy! We look forward to his articles 
—as much as he will be permitted to print—about the 
actual conditions now existing in Mexico. We have just 
about as much curiosity today about Mexico as we have 
about our friends in Moscow, Russia. Since this letter 
was written, there have been slight difficulties in Mexico 
—a small Revolution, some shooting, some killing, a 
few assassinations and a General or two stood up against 
the wall and shot as a rebel! Life in Mexico must be 
almost as interesting as it was in Russia during the 
Revolution ! 

Here is another letter he wrote me: 

Dear Mr. Norvell: 

First allow me to congratulate you on being again in the 
harness. Congratulations on the position that you are now 
holding with The Remington Arms Company, Inc., would be 
out of place as the jury seem to be unanimous in the verdict 
that you are the man for the job. 

I am enclosing a reply to your letter of August 15, the 
date and condition of which are self-expanatory. My one 
reason for inflicting upon you the task of reading that letter 
is that if I did not send you the original, the inspiration for 
what it contains would be lost, and I hate to throw away a 
good idea even if my friends have to suffer by my pursuing 
it! 

My four short weeks of “Pasear” were the most successful 
of any month in my life, and ended most happily. Now, 
that is saying a lot for the average man turned forty. The 

(Continued on page 55) 
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Walz Groups Toys 
According to 


Children’s Ages 


Finds this method a time saver 
and helps parents to decide on 
purchases 


Wit two large illuminated signs on the front 
of the Walz Hardware Co. store in Saginaw, 
Mich., and several smaller signs announce the 
stock to be paints, tools, cutlery and kitchen-ware, 25 per 
cent of the total floor space inside is occupied by toys 
the year round. In fact, the store is really Saginaw’s 
largest toy shop, doing an annual business of around 
$30,000 in this one department. Sixty-five per cent of 
this amount is done just ahead of the holidays and fully 
three-fourths of the store’s entire business each Decem- 
ber is toy sales. 

George Walz, Jr., who is in active charge of the store, 
is justly proud of his toy department and has some very 
decided ideas that have been largely responsible for its 
successful development. 

In the first place, Mr. Walz believes that in order to 
sell toys a thorough understanding of children is neces- 
sary. Consequently the department is in charge of Miss 
Storch, who for twenty years was a teacher in the public 
schools of Saginaw.- As the holiday trade develops ex- 


This view of the store 
of the Walz Hardware 
Co., Saginew. Mich., 
gives some idea of the 
extensive stock of toys 
carried by that firm. 
Twenty-five per cent of 
the total floor space is 
occupied by toys the 
year round, and an an- 
nual toy business of 


$30,000 is done 


A large illuminated sign 
which does not appear 
in this reproduction an- 
nounces the hardware 
lines of the Walz Hard- 
ware Co., of Saginaw 


tra clerks are added to assist Miss Storch until the few 
days ahead of Christmas sees a force of eight or ten 
sales people to handle the toy section. These extra clerks 
are all married women who have children of their own 
and who can not only advise other parents in selecting 
suitable toys for the little ones but who will also show a 
reasonable amount of affection and understanding with 
the youngsters themselves who throng the toy section. 

Another feature of the toy section is the unusual ar- 
rangement of the stock. Toys are grouped on display 
tables according to the age of the children for whom they 
are intended—there are separate displays suitable for 
boys and girls of every age from a few months’ old baby 
up to fifteen years. According to Mr. Walz, this is a 
remarkable time saver and almost the first question 
asked of each prospective toy customer is: “How old?” 

Immediately adjacent to the toy department is a newer 
one, a gift shop, which is rapidly growing in importance. 
The stock here is largely fancy ware and novelties with 
books and Christmas cards making a profitable side line. 
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EVERYBODY’s BUSINESS 


By Floyd W. Parsons 


Tourists and Tariffs 


OR weeks I traveled through various countries in 
F earope and once again return to America thanking 

God fervently for the privilege of being a citizen 
of the United States. Here we speak but one language 
and follow a single 


transit service to carry overseas those of our people who 
are always lauding Europe and disparaging the land of 

their nativity. 
Europe is now an expensive place for Americans unless 
they speak the lan- 





flag. Our different [_ 
communities and va- 


guage of the country 
with fluency, are wil- 





rious States engage in 
a healthy competition 
one with the other, but 
above all is the su- 
preme thought that we 
are a people united. 
The Old World has 
its beauties, its ro- 
mance and its cher- 
ished traditions, but it 
is a hotbed of envy, 
intrigue and _ suspi- 
cion. Never before 
has the nationalistic 
spirit in the various 
countries been so in- 
tense. Disarmament 
on the other side of 
the Atlantic is a long 
way off. In every 
land one meets march- 
ing soldiers. If we 
had a standing army 
proportionately equal 
to those of the im- 
portant nations of 
Europe, we would 





Tourists Sailing on the French Liner Paris 


ling to get out of the 
beaten track and do 
not mind putting up 
with inconveniences 
and a much _ lower 
standard of living 
than they enjoy ‘at 


home. 

Like everything 
else, Europe has 
changed. The same 


old miserable weather 
prevails over most of 
the Continent a large 
part of the year. Taxis 
are cheap and wine is 
cheaper. The houses 
are poorly heated, and 
good milk, pure water 
and fresh vegetables 
are scarce. But un- 
fortunately, much of 
the charm of Europe 
has disappeared be- 
cause the spirit of 
commercialism has 
penetrated to the most 





have to bear the ex- 
pense of maintaining, 


| isolated corners of 
nearly every land. 





year in and year out, 
not less than five million soldiers. 

We hear that Europe is sick of war, but in the present 
policy there certainly is no guarantee of future peace. 
Provisions of the existing treaty restrict the army of 
Germany to only a little more than 100,000 men, and 
prohibit the formation of a General Staff. But it is per- 
fectly evident that Germany is training only highly 
qualified officers—not mere soldiers. 

I do not mean by all this that we are about to witness 
another great war. But there is no way of hiding the 
truth that we are far from any millennium of peace. 
As I stood at Waterloo, it was impossible to banish the 
thought that perhaps it was unfortuate for Europe that 
Napoleon was defeated. If he had been victorious we 
might now be engaged in competition with a highly or- 
ganized United States of Europe speaking one language. 

The more one sees of Europe, the better must be his 
opinion of America. What we really need is a one-way 


Going to many fa- 
mous places of interest is now like taking a trip to China- 
town in New York—much of it is staged purely for the 
sightseer. Strange costumes and customs have almost 
vanished. Even when one strays from the common 
routes of tourist travel, the people he meets can hardly 
be distinguished from the folks back home. 

But travel is a great asset and Europe supplies an 
opportunity for education that every man, woman and 
child in America should grasp, at least once, if possible. 
The old cathedrals, castles, galleries and walled cities, 
all tell a vivid story of the dire consequences that follow 
the exercise of religious intolerance, avarice and human 
vanity. 

The world has reached a point where not even the 
great oceans that surround America are sufficient to make. 
us entirely independent of other peoples. It is essential 
that we be keenly interested in all that happens overseas. 

(Continued on page 89) 
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THE MAN BEHIND the COUNTER 








ORDS of wisdom to customers: “Let me carry 

these things out to your car for you.” “Don’t 

you want to leave that parcel your are carrying 
and have it sent out with these things you bought?” “You 
are taking the trolley; I'll have the boy carry your 
bundles to the car for you. It is five minutes until your 
next car goes.” “We had a special sale of pie tins last 
Week Mrs. Greene, and I put one aside for you. If 
you don’t want it, you needn’t take it, but I wanted you 
to have one of the special values if you need it.” 

* * * 


The character analyst who is afraid there are getting 
to be too many “Yes men,” evidently hasn’t much experi- 
ence in salesmanship. Every hardware salesman knows 
how hard it is to get customers to say “Yes” to his main 
proposition. Not every hardware salesman, however, 
realizes that by presenting primary propositions to which 
he knows the customer will assent, he can get them 
started “yessing” his statements and increase the likeli- 
hood of their giving an affirmative when it comes to the 
main proposition. 

* * * 

Julian Ralph, the eminent journalist, once said of C. S. 
Reinhardt who possessed great ability as a story teller, 
“When another person tells a story, you hear it. When 
Reinhardt tells a story, you see it.” 

If a hardware salesman can develop that ability to 
make his customers see what he is telling them and see 
just what he means, even beyond that which he makes 
visible by demonstration, he can make them appreciate 
just what it means to own the merchandise he is trying 
to sell. He will make the housewife see the beautifully 
browned cakes on the handsome aluminum griddle, or 
the polished aluminum teakettle steaming away on her 
kitchen range. He will make her long for the coffee he 
pictures ‘being made in the percolator being shown. 

* * * 


Dr. Katherine M. H. Blackford, the character study 
expert, said of salesmanship ; “In this there are four fac- 
tors, the salesman, the salesman’s goods, the customer, 
and the meeting of salesman and customer on a busi- 
ness footing. All these factors must be thoroughly 
understood before the transaction can be intelligently 
carried ‘out. 

” * * 

Says a customer: “Give me a pleasing personality in 
the clerk. That is the first quality I ask, and I can put 
up with a good deal of stupidity on the part of the person 
behind the counter, provided he or she is pleasant and 
agreeable.” 

Think that over while you are shopping in other stores 
and I think you will come to the conclusion that the 
customer quoted said something worth considering. It 
doesn’t mean that a smiling fool is a better salesman 
than a solemn faced hardware expert, but it does mean 
that a pleasant manner, more than anything else, will 


make willing buyers. 
x * * 


Every hardware salesman who has a wife, knows that 
when she goes to the grocery for a pound of butter, she 


is certain to come back with a half a pound of a new 
brand of tea, a package of fancy cheese, a box of 
nabiscos and some fruit or pickles. He knows the man 
behind the grocery counter has managed to interest his 
wife in those extra products and get her to purchase. 
And that same hardware salesman may stand behind 
his own counter and hand out a pint can of furniture 
lacquer to a woman and never say a word about a box 
of mineral wool, a package of sheets of sandpaper, some 
plastic wood to fill cracks and holes, and a brush to 
apply the lacquer. 


* * 


I know a salesman who is almost one of the best men 
I ever saw behind a hardware counter. When I say 
“Almost,” I mean that he-can bring more important 
sales almost to the closing point than any other fellow 
in his town—without closing them. He can handle the 
most difficult and cantankerous customer with perfect 
tact and he can develop the prospect’s interest to a high 
degree, but when it comes to closing the sale, to getting 
the customer to say, “I’ll take that,” he falls down and 
he doesn’t close any more sales than anybody else. He 
is in a worse way than the salesman who can’t even start 
the big deals, for the higher they go, the harder they fall. 
Salesmanship that doesn’t make sales isn’t salesman- 
ship at all, no matter how near it comes to putting it 


across. 
* * * 


“Try and come home somebody,” said the mother of 
Gambetta as she was starting him for school at Paris. 
And Gambetta worked hard and studied hard to fit him- 
self for the opportunities of life. Thus it happened that 
he was ready when given his chance to plead a certain 
cause as substitute for a speaker taken ill. His wonder- 
ful effort caused him to be accepted as a great leader, 
and that and his subsequent bravery in fleeing from Paris 
‘in a balloon amid the fire of the Prussian guns to raise 
an army of 800,000 men, made his position practically 
that of a dictator. He tried to be somebody and he 
succeeded. For many men a mother’s parting word of 
advice has meant ultimate victory. For many more 
men it might mean that, if heeded. Incidentally it may 
be said that mothers will appreciate evidence of heed to 
their counsels more than they will care for the box of 
candy or the fancy greeting card pushed over the 
counter by someone who is trying to exploit one day 
as Mothers’ Day for the money that is in it. 


*x* %* * 


When I took my first job in a store (I didn’t try to 
call it a “position”) they immediately set me at work 
wrapping and tying parcels. I was given articles of 
various sizes and shapes and obliged to make them 
into neat looking packages, properly tied—without taking 
the end of the string in my teeth. I had to learn to wrap 
such sales as half a pound of sulphur in paper and 
not in a paper bag. The result was that as soon as I was 
allowed to begin to make sales I was equipped to wrap 
up the goods I sold and send the customer away with a 
parcel that would be a credit to the store and that would 
remain intact all the way to its destination. 
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In this corner of the store the demonstration of cooking was conducted by the W. J. Pettee Co., Oklahoma City 


Pettee Sells Sixty Gas Ranges in Two Weeks 


LD gas ranges were worth $15 in Oklahoma City, 
Okla., recently. W. J. Pettee & Co. of that city 
sold sixty gas ranges in less than two weeks, giv- 

ing in each case $15 for the old stove. This sale was 
held in conjunction with a free cooking demonstration, 
lasting two weeks. 

Pettee’s was recently appointed an agency for a well- 
known stove manufacturer and desired to let everyone 
know of this new connection. To induce customers into 
the store to inspect the new ranges a cooking demonstra- 
tion was planned, under the direction of George Dunn, 
manufacturer’s representative 
of the stove manufacturer. To 
influence sales it was decided 
that $15 would be taken off 
the purchase price of a new 
range, in exchange for the old 
stove, regardless of its make 
or condition. To make the 
sale even more attractive a 
five-dollar bill was acceptable 
as first payment, the balance to 
be met in monthly install- 
ments. With these plans 
adopted, Pettee’s went out to 
bring the people into the store. 
Large advertisements were in- 
serted in local newspapers, 
telling of the demonstration. 





















The delivery trucks had a placard on each side. As 
they sped on their respective routes throughout the city, 
all who saw them were reminded of the event. In the 
store attractive signs were placed in strategic positions. 
Some were placed on counters, others on shelves, pillars 
and hung in elevators. A large poster was suspended 
from the awning in front of the store. Hundreds of 
housewives came from all parts of the city to Pettee’s. 
New methods, new recipes and new ways to save time 
and money in the preparation of foods were eagerly re- 
(Continued on page 88) 












Generous advertising in windows, on the de- 

livery trucks, on banners and elsewhere 

helped materially to put over the successful 

sale of sixty gas ranges in less than two 

weeks for the W. J. Pettee Co. of Oklahoma 
City. 
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“Hamp’s Hello” 
Heard in 


Buenos Aires 


AMP WILLIAMS has a good 

voice, but his printed “Hello” 

carries much farther. This was 
demonstrated recently when he received 
the following letter from a hardware 
concern in Buenos Aires, asking to be 
placed on the mailing list : 


Buenos Aires, Oct. 3, 1927. 

Hamp Williams, Hot Springs, Ark., U.S.A. 

Dear Mr. Williams: Having many 
times seen your photo and read of your 
flourishing busitiess, in HARDWARE AGE, 
we feel sufficiently acquainted with your 
good self to request that our name be 
put on “Hamp’s Hello” mailing list, 
starting with the first number. 

Although Argentine conditions are 


different to yours, in outlouk and re- § 
quirements, as well as language, there is } 


much for us to learn from American methods. 


We do not issue a monthly, so cannot reciprocate the~ 


favor asked, but under separate cover send one of our 
season folders, also a poultry appliance list, which will 
show the class of printed matter we get up, of which 
attached letterhead is also a specimen, being the one used 
in general retail correspondence, our wholesale, contract- 
ing and foreign agency sections each having their own 
letterheads. 
Wishing you continued success and happiness in serv- 
ing your community, 
Yours faithfully, | Cassecs & Co. 
On receipt of the letter, Hamp wrote us as follows: 
Hot Springs, Ark. 
Mr. Llew Soule, ,.,. pe 
New York City. Editor, HARDWARE AGE, 
I am enclosing a letter from Cassels & Co., Whole- 
sale and Retail Merchants, Buenos Aires, dated Oct 3, 





requesting “Hamp’s Hello,” got from the HARDWARE 
AcE, and through the Harpware AGE, he claims to have 
got acquainted with me, and he has. 

If any one has any doubt in his mind, as to whether 
the HARDWARE AGE is read by people of this and many 
other countries, they should write a few articles, good or 
bad, to the Harpware AGE, and see what they get. 

Yours very truly, Hamp WILLIAMS. 


All of which goes to show that hardware men are 
akin the world over, and that “Hamp’s Hello” sounds as 
friendly to merchants of South America as it does to 
those in the United States. 








A WINDOW DISPLAY OF 
COOKING APPLIANCES 


The King Hardware Co., Inc., 
retailers in Atlanta, Georgia, and 
wholesale distributors in a large 
section of Georgia territory, are do- 
ing a good job in merchandising 
these cooking appliances. This 
window display shows the well 
thought out arrangement that 
helped boost the sales. A window 
like this is particularly effective at 
this season of the year when cook- 
ing and baking is somewhat in- 
creased, but the nature of these 
stoves makes them a good number 
at any season. 
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Price Bondurant Replies to T. E. Richards 


EPLYING to T. E. Richards, whose letter appeared 
in the October 20th issue of HARDWARE AGE, Price 
Bondurant writes as follows: 


DreaR Mr. SOULE: 


In HarpwareE AcE for October 20th, Mr. T. E. Rich- 
ards offers criticism of Hamp Williams’ idea of a Pur- 
chasing Agency for retail hardware stores. He states that 
“He will find rental, trucking, labor, freight, etc., to be 
just about the same as the jobber is paying.” This might 
be true if the P. A. plan contemplated stocking the goods 
as jobbers do. However, it is more likely that Mr. 
Williams expected his P. A. to function purely as buyer 
and not as wholesaler. That is, orders from the 100 
stores would be pooled to obtain near-jobbing prices, 
and shipments made direct to individual stores, or dis- 
tribution made from a central nearby point, as the nature 
of the shipment would warrant. There should be a 
very considerable saving of labor, accounting, pack- 
ing, etc. 

The big saving, however, would seem to lie in selling 
cost. Instead of traveling men to call on 100 separate 
dealers, they would need visit but one P. A.—that is, if 
the P. A. found it necessary to have salesmen write his 
orders for him. The time saved to retailers by reason 
of relief from the multitude of salesmen who now call 


at their stores would be much more important than the 
considerable saving of actual money. 

Mr. Richards implies that retailers are not properly 
cooperating with wholesalers, and he very rightly sug- 
gests such cooperation as a means to improve conditions. 
But what has any wholesaler ever done to encourage 
dealer cooperation? It is admitted that two- thirds of the 
retailers are incompetent. Most of the wholesalers’ ex- 
cessive overhead is caused by these misfits. But if the 
better retailers do cooperate with wholesalers to reduce 
their costs, the saving is not given back to them. In- 
stead, it is prorated to all, and the good merchant finds 
he has only helped to keep in business his multitude of 
unfit competitors. 

If the competent hardware merchants were given the 
benefit of the savings they could help their whole- 
salers to make, and the misfits obliged to pay all their 
own part of the expense, the trade would soon be purged 
of the incompetent and we would no longer see four and 
five struggling hardware stores in towns that should 
have but one. It might then be possible to earn enough 
in a retail hardware store to attract good men to that 
profession. Sometimes one wonders if jobbers really 
want such improvement to come about. 

Sincerely, 
PricE BONDURANT, 
Great Bend, Kan. 


The Filipino and His Hardware 


be America’s far away Oriental ward, good hardware 
is a religion. 

Clothing in the Philippine Islands is far from a neces- 
sity. From nipa fiber the Benguet head hunter makes 
his g-string; the Moro warrior makes his sarong. 
Homes, 100 per cent of them, are constructed from nipa 
and bamboo. These fit the situation well for the islands 
have a perpetual summer, but when it comes to hardware, 
Filipinos demand the best. 

The most thriving concern in Manila is a hardware 
establishment. Of course, export concerns do a greater 
volume of business, but locally, hardware leads. The 
grocery business doesn’t pay. Filipinos confine their diet 
to fish and rice. They raise their own rice and the Pasig 
River provides fish for all. 

The visitor to any Filipino’s home is impressed. First, 
the appearance of the nipa hut, built high from the 
ground on bamboo stilts, is unusual. Reasoning tells 
one that this is done to avoid dampness during the rainy 
season. On entering one finds the walls not plastered 
but constructed of thin nipa and banana leaves. Wide 
cracks are left in the floor between the narrow strips of 
split bamboo. But this rude hut is painted. The 
Filipino has learned the value of saving the surface. 

Interwoven with the crude construction of the home 
one finds a display of modern hardware. Lighting 
fixtures, water faucets, bathroom fixtures, plumbing; 
all supplied by well known manufacturers; all modern 
in every detail. 


The man of the house takes a friend to his work shop. 
There a display of tools “fit for a king” is arrayed. 
If the host is a carpenter his salary is not more than one 
peso and fifty centavos ($0.75) a day, but the same tools 
are at his disposal that the American carpenter uses, and 
with which the American carpenter can make from $12 
to $18 a day. 

The same is true with the mechanic, the painter, the 
lock smith. Even the fisherman, making his catch for 
the family’s livelihood, will be found with a good rod. 

The Filipinos are not nearly so anxious for their 
independence as they are for their good hardware. 


Says the Man Behind the Counter 


I never have enough nails on hand because the hard- 
ware salesman does not look upon me as more than an 
amateur nail driver and he always asks; “How many ; 
about a pound?” Of course I say, “Yes, a pound will 
do,” and afterward I wish I had bought three pounds 
and I wish he had suggested my getting two sizes. And 
speaking of two sizes, one practice I do not like is that 
of the salesman who weighs out the nails, putting two 
sizes in the same paper. He weighs one size and puts 
them on the paper and rolls it over once and then adds 
the other size and rolls it over some more, and there 
they are! 
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The efficient sampling system and open displays of the new store of Bernath & Osterhout, 630 Washington Road, Mount Lebanon, Pa. 
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Open Displays Sell More Goods 
for Bernath & Osterhout 


F the patrons of Bernath & Osterhout, 630 Washing- 
ton Road, Mt. Lebanon, Pa., cannot see what they 
want on one round of the store, it is either because 

they have defective eyesight or the articles sought are 
too bulky to be carried on display tables or shelves. Here 
is a store started early this year in which full expression 
of the possibilities of steel display tables and shelves is 
to be found. As hardware stores go, it is not a large 
one, being only 15 ft. wide and 82 ft long, but there is 
ample room for the transaction of business, because the 
steel shelves, which line the walls take up a minimum of 
space and hold a maximum of stock, and the display 
tables which run through the center of the store, carry a 
large and varied stock of small articles on their tops, 
while below are displayed to advantage the larger articles. 
It is the first fully steel equipped hardware store in the 
Pittsburgh district and John Bernath, one of the partners 
of the firm, which also condutts another store in Beech- 
view, one of the southern districts of the city of Pitts- 
burgh, describes the new store as the realization of a 
dream of many years, and is so pleased with it that he 
would not change a table or shelf. 

He likes to tell the story of a young married couple, 
who came into the store to make some small purchases 
of paring knives and other small kitchen utensils, and 
finally made purchases amounting to $15.75 before they 
went out, because they were able to see so many things 


that they knew at some time they were going to need. 
The wide open display in this store makes such a thing 
_as sales resistance impossible. But that is not the whole 
‘story of the success which has marked this store, which 
was started just across the street from another hardware 
store that failed. The firm aims to carry in stock every 
article that is likely to be called for and a visit to the 
store and an inspection of the stock brings out plainly 
that Messrs. Bernath and Osterhout, are not ashamed to 
take cues from either the department stores or the chain 
stores. Furthermore, they are not afraid to venture into 
lines that a good many hardware retailers fear to put 
into stock. You will find electric refrigerators, on which 
the store already has made a good showing, and catering 
to the building contractors, the prospect is considered 
bright for an even greater business, especially as the store 
is located in one of the few sections of the Pittsburgh 
district in which there is a good deal of new home con- 
struction. There are few now in search of a home to 
buy or are contemplating building a home who do not 
figure in an electric refrigerator as part of the fur- 
nishings. 

The firm also makes a specialty of steel casement 
windows. It is now figuring on clearing all of the 
regular hardware items from the display tables in the 
next few weeks and replacing them with a complete line 

(Continued on page 91) 
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Union Square Correspondence 


(Continued from page 47) 


fishing in Coahuila was as good as could be expected in 
August, when most of the black bass are too busy with family 
affairs to go gadding after dowagiac that is flung under 
their nose. Fifteen bass from one to three pounds the first 
day and an average of eight or ten per day, including one 
just short of five pounds, is not to be sneezed at for an 
eight-day fishing record. I did get fed up with black bass 
for two meals a day, though, but if I did not eat them, the 
darned things would spoil! 

As you have only a passing knowledge or interest in my 
personal affairs, I shall merely expand the first remark in the 
previous paragraph to cover the fact that I travelled just 
about two thousand, five hundred miles between five Sundays 
to pay three visit—ten days with a brother in Muzquiz, 
Coahuila, two days with a niece,in San Antonio, Tex., and 
five days with some very old and dear friends of mine in 
Birmingham, Ala. In the latter place, I made a “sale” that 
I have been trying to put over for the past fifteen years. 
On the strength of a record like that and because of a 
possible necessity that I return to the States to live, I was, 
at one time, seriously considering adding my name to your 
list of applicants for Export Manager. However, you have 
now escaped that annoyance! 

What I really wanted to tell you about my trip, aside 
from the pleasure that I had in seeing clean pine woods 
again, was my pleasure in finding everywhere I went, such 
a fine, helpful spirit among the railroad and hotel employees. 
It restores one’s faith in humanity to be given aid and 
service that cannot be repaid by mere tips. The best illus- 
tration of what I mean was the return journey to New 
Orleans, where I had to take a boat to Tampico. The train 
left Birmingham three hours late, which would make me 
arrive in New Orleans exactly at. the hour when my boat 
should sail! They assured me that we would make up an 
hour and a half, but I woke up in the morning at Hatties- 
burg, Mississippi, at seven o'clock and still four hours out. 
Of course, my passage had been reserved but the problem 
was to get my name on the passenger list at the Consulate 
and have the boat held while I reached the wharf. 

I enlisted the porter and explained. While I was lining 
up the porter, the baggage transfer man came along. He 
immediately volunteered to see that my big Pullman case 
was gotten out of the baggage car before the train stopped. 
We three got a snappy redcap and a live taxi driver, and 
twelve minutes after the train stopped, I had phoned the 
Cuyamel Co. and was at their offices several blocks from the 
station and all signed up. You can imagine the relief with 
which I sank back into the cushions of the taxi and reported 
to the driver that the rush was over! Once I had my 
“Emigracion” slip and my ticket, they had to wait for me, 
and I had no further desire to see how close to turning over 
that taxi could come when going round corners! 

Three days of blue sea, flatter than the Proverbial mill 
pond, brought me to Tampico. The following night, a storm 
blew up and sunk an ocean-going tug at the mouth of the 
harbor ! 

Having rambled along without really saying anything for 
such length, I shall have to compensate you at some near 
date by writing you again and giving you my “august” 
opinion on the present condition of business and politics in 
Mexico, that is, as far as it is safe for me to put it on paper! 

With kindest regards and my best wishes for the kind of 
success in your new undertaking that I know you want, I 
am, etc. 

Here is the letter he enclosed, written in longhand on 
the Sunset Limited of The Southern Pacific Lines: 


Dear Mr. Norvell: 

Pure cussedness inspires me to take this opportunity to 
acknowledge the receipt of your recent letter, which reached 
me in a little town in North Coahuila, where I was fishing 
for black bass. Incidentally, I caught quite a few, but they 
invariably spoiled the party by very obediently following my 


line out of the water with scarcely a single well-delivered 
kick. 

I actually started this letter impelled by your remark that 
you had forgotten how to write, but now that I am on my 
way, I am rapidly coming to the conclusion that, even allow- 
ing for the vagaries of the S. P. tracks, I have also forgotten 
the art. You can readily tell when the train is stopped be- 
cause that is the part you can read most of the words of! 
The parts where the spelling is left to your imagination are, 
of course, due entirely to the wonderful Sunset Route. 

By this time, you will surely have discovered that I have 
a bad case of the customary August complaint. In Mexico, 
we call it a “pasear.” However, my case is a Quintennial as 
it is the first “off” that I have had in five years. Also, it 
is the first time in eight years that I have had my feet on 
“gringo” soil. 

Now I can comfortably turn back to a properly formal 
opening sentence and tell you that your letter was a very 
pleasant surprise. I had long ago come to the conclusion that 
you had received a report from Dun’s or Bradstreet’s and 
then filed me away under “unreliable—no information!” 

As for making any use of my remarks that you are able 
to make, in our singularly expressive language, “hop to it.” 
If I should accidentally put a thought on paper, you may con- 
sider it as a cheque drawn to your order and cash it as best 
you may 

The strain became too great and I could not finish! 

(Signed) GREGORY. 


Then here comes a letter from Ponce, Porto Rico, 
from a good friend who lives in that green and peaceful 
island. Please note the training that Jose Santana 
Vazquez received as a salesman in selling Bibles to 
Catholics and people who did not know how to read. 
Friend Jose has evidently had an interesting life. Please 
also note his remark to the effect that they have an 
American Flag in Porto Rico and part of the American 
Constitution and his warning not to send him any fire- 


arms by mail. 
$m & 


This reminds me of a certain occasion when General 
Wood was in charge of affairs in Havana and I went 
down there on a business trip. A friend wrote me to 
bring him down about ten Colts Revolvers as they would 
meet with a ready sale in the Island. In the innocence 
of my heart and my complete ignorance, I packed these 
ten revolvers in my trunk, happened to get through 
the Customs alive and delivered the revolvers to my 
friend at the Hotel Inglaterra. .When he found these 
revolvers stacked up on top of my trunk, he nearly 
died of heart disease. “Why!’—said he—“I was only 
joking. Don’t you know that there is a very heavy fine 
and a jail sentence for anybody who brings weapons 
into Cuba? “My lucky star was with me. He bough: 
the Colts and I learned he disposed of them at a very 
high price. After making this confession, I wonder 
if it will be safe for me to return to Havana! 

Here is his letter: 


JOSE SANTANA VAZQUEZ 
Commission Agent 
P. O. BOX 901 
PONCE, PORTO RICO 


Dear Mr. Norvell: 

Your good articles in HARDWARE AGE kept me interested 
in hardware when the stuff looked to me unattractive in the 
way of axes and hammers, jobbers and retailers, price-cutting 
and the balance. I had decided to write to you as a member 
of the family of readers of the paper and now I wish to con- 
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gratulate you for the charge you are taking in the works of 
the Remington firm. 

I have been a salesman for the last five years, for } was 
a preacher for some ten years, doing city and mountain work 
as circuit rider. It was during the long trips on horseback 
that in one advertisement I answered to the ad of the National 
Salesmen Training Association, Chicago, and I became in- 
terested in salesmanship. I had tried to sell Bibles in dis- 
tricts where very few people knew how to read and the others 
were strong Catholics, so I had a start. 

I wonder if you have ever been in Porto Rico. This is the 
land of perpetual summer. If you have seen the pictures in 
the cinema of “Aloma of the South Seas,” you can know this 
was taken in Porto Rico with the help of some native savages 
brought from some parts of Samoa. 

We belong to the Spanish Colonist in the American con- 
tinent and of course we claim some part of civilization. 
The U. S. A. is the flag of this country but the people want 
some more freedom, such as the power to nominate their own 
Governor. At present, the Government in Porto Rico, like 
the Philippines, etc., is run by the Department of War. 
They say that most of the sugar interests in Porto Rico 
are held in Wall Street. With one million and three hun- 


dred thousand population and with a very small island only 
one hundred miles by thirty miles wide and a population of 
three hundred to the square mile. Porto Ricans are in great 
number in New York and we need manufacturing centers 
to give employment to our people where any man will work 
for one dollar as an average per day. 

The reason why I left the ministry was because I found it 
hard to preach eternal Hell to the poor man in the mountains. 
My first training in salesmanship was selling Bibles to 
Catholics and. people who did not know how to read. I! 
have sold spark plugs and ribbon garters, books and locks, 
electric signs and courses of study—rather a mix-up! 

Sometimes, when I look to the wide sea around the island, 
I think of some firm that may use my service in Latin- 
America. That is the reason why I am writing to you. We 
have the American Flag in Porto Rico and part of the 
Constitution, so do not send me a pistol as a present as there 
is a law against sending firearms by mail! 

Once more I wish you a good and happy year in your 
present connection, and always count on my reading your 
good articles. 

Sincerely, 
(Signed) JOSE SANTANA VAZQUEZ. 


Says Wild Animals Are a Nuisance in Many Parts of Pennsylvania 


HE article entitled “Game Preservation,” by Saun- 

ders Norvell, which appeared in the October 27 
issue of Harpware Ace, draws the following reply 
from J. B. Landis of Mechanicsburg, Pa. : 


Mr. Saunders Norvell, President 
Remington Arms Co. 
25 Broadway, New York City 


Dear Sir: 


I am a reader of your articles in the Harpwarre AcE, 
and appreciate them. 

Your article on Game Preservation, however, calls for 
correction in so far as the statement that the State of Penn- 
sylvania has made a standing offer of $50 per head for deer 
from Illinois is concerned. The inclosed clipping from a 
Harrisburg paper is self explanatory. 

It is a well known fact that the deer in many parts of 
the State are absolutely a nuisance, as they destroy fruit 
trees, growing crops, etc. 

Your statement that there is a lot of game in Pennsyl- 
vania is true—very true. This summer in several of the 
northern counties there were so many bears that they, too, 
were declared a nuisance, and a dangerous one at that. 

There is also a lot of small game, especially rabbits and 
quail. Pheasants are not so plentiful. There are quite a 
few wild turkeys, and lots of gray squirrels, though the latter 
have, also, been less abundant in the last few years. 

According to official records, there is, however, no short- 
age of hunters, or would-be hunters. Each year sees the 
number increase, until it is like going into battle to jeopardize 
one’s life on the first day of hunting season. 

Very truly yours, 
J. B. Lanois. 


The clipping mentioned by Mr. Landis reads as 
follows: 


sellefonte, Pa., Oct. 26.—Centre County landowners 
are almost a unit against the State Game Commission’s 
proposition to send out expert marksmen to kill off the 
surplus does. During the past week game wardens in 
the county have been distributing cards, prepared by the 
Commission, among the landowners adjacent to the 
mountains where deer are the most plentiful, and on 
which two questions are asked: “If the farmer has suf- 
fered any destruction of his crops” and “if he wants 


the Game Commission to send marksmen to his grounds 
to kill off the deer?” 

Two hundred of these cards have already been re- 
turned to the game wardens and in that number only 
one farmer asked that men be sent to kill the deer that 
are annoying him. All the others decidedly protested 
against any such action on the part of the Game Com- 
mission. Some landowners in the mountains are nail- 
ing up trespass notices as a means of keeping the com- 
mission’s deer slayers off their lands. 

Notwithstanding the feeling against the killing of the 
does, Game Protector Thomas G. Mosier, of Bellefonte, 
avers that 5000 does could be killed in Centre County 
mountains without in any way affecting the crop of 
bucks for next season’s hunting. Sunday he made an 
automobile trip through a small portion of the Seven 
Mountains, one of the best deer sections in the State, 
and on the trip counted 216 deer. The largest herd 
‘seen contained 27. 

Three men were arrested during the week for killing 
a deer illegally and were fined $100 and costs, which 
they paid. There have also been a number of arrests for 
killing small game out of season and hunting without a 
license, and in every instance the men settled. 


DO YOU KNOW? 


Service is the rent we pay for the space we occupy— 
some would rather move. 

It used to be the fire department that displayed the 
most hose, but—well, its different now. 

Half the world is nutty and the rest are squirrels. 

We don’t know why they are called grass widows, 
we've never seen one so awfully green. 

Since the largest waste we have is time; don’t waste 
the other fellow’s. 

This country was wet enough, before the flood. 

Every night club has its taps. 

It’s hard on the top soil when you plant a kiss in a 
girl’s face. 

Even a two-faced woman can only have one lifted.— 
Profit News. 
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Cleanliness and Open Displays Draw 
Women Customers 


AVING convinced himself that there were no ex- 
H ceptions to the kinds of merchandise which could 
better be sold from open displays, Fred Swannell, 
of the Baird-Swannell Co., Kankakee, Ill., has just com- 
pleted a rather radical rearrangement of his entire store 
in an effort to make it conform with these newer mer- 
chandising methods. He has installed twenty-seven dis- 
play tables (said to be the largest number used in any 
Western store). The rearrangement was made under 
the supervision of A. J. Luther of the Illinois Retail 
Hardware Association. 

As the store is now arranged absolutely every item 
carried in the place is at least sampled and every article 
is within easy reach of the customer. The display tables 
are set in six groups and in three sections. Four of 
these groups are given over to kitchenware and house- 
hold items, one group to sporting goods and one to mis- 
cellaneous items. The merchandise thus displayed is by 
no means confined to the cheaper articles but contains 
much of the more expensive goods. Glass partitions 
are used to separate the various items on the tables and 
in the case of cutlery, which is shown just inside of the 
front door, the entire table top is covered with a sheet 
of glass. 

The right-hand wall of the store is taken up by the tool 
and builders’ hardware departments. The larger tools, 
planes, saws, hammers and hatchets, are displayed in 
open cases with no glass doors between the customers 
and the merchandise. The balance of the stock on this 
side is stored on shelving faced by sample doors. 


The left-hand wall is given over to sporting goods 
and paints, the latter on open shelving at the rear half. 
The sporting goods wall cases are unique in that the 
lowest shelf and the bottom of the display door are 
20 in. above the ledge. This permits the use of the 
ledge for the display:of small items the same as on the 
tables in the center of the store. On this side guns, 
golf and tennis goods are also kept in open wall cases. 

While the new arrangement might give the impression 
that the store was attempting to go into direct competition 
with the 5 and 10 cent stores, such is decidedly not the 
case. It has been found that the sale of the higher 
priced items displayed is speeded up equally well with 
the cheaper goods. Nor does the store depend solely 
on these table displayed articles for its entire sales 
volume ; just to the left of the front entrance is the radio 
department, the largest in point of sales -in the store, 
while at the extreme rear, beneath the office balcony, is 
the household appliance section featuring electrical re- 
frigerators and washers. 

One result of the table installation was the early reali- 
zation that both the stock and the tables themselves 
quickly collected quantities of dust. This fault was sat- 
isfactorily overcome, however, by the employment of a 
young lady, one with previous 5 and 10 cent store expe- 
rience, whose principal job is to keep the tables and the 
merchandise clean and in proper arrangement. With the 
aid of a small vacuum cleaner and a duster the whole 
store is carefully gone over by sections—the complete 
round being made each week. 
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Fulton I. Hall Passed Away November 2nd— 
Was Vice-President, Supplee-Biddle 


Well Known and Highly Respected Hardware’Executive Died 
Suddenly from Heart Attack During Conference With Depart- 
ment Heads—With Company 42 Years. 


ULTON IVES HALL, vice-president of the 


J Ssrnice Bia Hardware Company, 511 Com- 


merce Street, Philadelphia, Pa., wholesale hardware 


distributers, died sud- 
denly in his office due 
to a heart attack, on 
Wednesday, Nov. 2. He 
had returned from a 
luncheon with several 
business associates, and 
had entered into con- 
ference with depart- 
ment heads. About 


suddenly slumped in his 
swivel chair, and died 
before a_ physician 
arrived. Though he 
was rushed to Jefferson 
Hospital, medical skill 
could not revive him. 

The sudden passing 
of this prominent and 
much loved hardware 
executive has been not 
only a shock to his inti- 
mate friends and busi- 
ness associates, but also 
a deeply felt loss to a 
legion of his hardware 
friends in all parts of 
the country. To those 
who were with him at 
the end, the shock was 
even more acute, be- 
cause of the apparent 
good health and fine 
spirits which Mr. Hall 
appeared to be enjoy- 
ing. A few months 
ago Mr. Hall was oper- 
ated on for appendicitis, 
but had apparently fully 
recovered from his trouble. He seemed particularly 
well and happy when he entered his office at 2:30 Wed- 
nesday for the last time. 

Forty-two years ago, Mr. Hall then 16 years of age, 
entered the employ of Supplee-Biddle Hardware Com- 
pany as an office boy. His thoughtful application to the 
work assigned him soon brought promotion, and during 
his career with the company he had at one time or an- 
other, been in charge of every department in the busi- 
ness. This unusual experience gave Mr. Hall a remark- 
able background for his service as a vice-president in 





Fulton Ives Hall 


charge of buying, a position which he has held about 
ten years. 

The sad news of his death spread rapidly and caused 
hundreds of telegrams 
and telephone messages 
bearing expressions of 
sympathy. Salesmen 
who have called on him 
for years feel a distinct 
loss in his passing. 
They will miss _ his 
genial personality, his 
cordial greeting and his 
friendship. 

Funeral services were 
held Friday, Nov. 4, at 
the undertaking parlors 
of Oliver Blair, 1820 
Chestnut Street, Phila- 
delphia, where many 
floral tokens voiced the 
tender remembrance of 
friends from all parts 
of the country. 

Charles M. Biddle, 
Jr., vice - president, 
George S. Spense, 
treasurer, and H. C. 
Barnes, assistant treas- 
urer, on behalf of the 
Supplee-Biddle Hard- 
ware Co., left for Jack- 
sonville, Fla., Satur- 
day morning, Nov. 5, 
and from there com- 
pleted their sad journey 
to Mount Dora, where 
Mr. Hall was buried. 
He himself had chosen 
Mount Dora for his 
final resting place. 

Mr. Hall was promi- 
nent in Masonic work, 
and an active member of the Penn Athletic Club and 
other societies. He was 58 years old, and is survived by 
his father, a brother and a sister. 

In a personal message to employees of the company, 
President Wm. B. Munroe paid great tribute to his late 
associate. One paragraph, particularly fitting, reads: 
“His life is epitomized in the word ‘service’ and his 
friends, his community and the hardware trade are all 
his debtors for the time and strength he gladly gave for 
their betterment, and our company especially acknowl- 
edges its obligation to him.” 
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President L. C. Leyder Resigns 
from. Winchester-Simmons Co. 


L. C. Leyder has resigned as president 
and general manager of the Winchester- 
Simmons Co., Minneapolis, Minn., after 24 
years service with the company. His plans 
for the future are very indefinite but he 
has decided to take his family on a long 
delayed vacation, after which definite plans 
will be made. 





_L. C. Leyder 


In 1898 Mr. Leyder joined Wells & 
Nellegar Co., Chicago, Ill., hardware job- 
bing house. He progressed rapidly from 
order clerk to checker, up the scale until 
he finally became a traveling salesman, 
covering Illinois and Wisconsin. In 1903 
he joined the Simmons Hardware Co. in 
St. Louis, Mo., as a traveling salesman. 
Three years later Mr. Leyder was called 
into the house to take charge of the mail 
order, claim and advertising departments. 
A few years later he was appointed sales 
manager and secretary of the Simmons 
Hardware Co., Minneapolis, Minn., a po- 
sition he held until the merger of the Sim- 
mons and Winchester interests in 1922. At 
that time he was made president and gen- 
eral manager. 

His extensive experience in every branch 
of the hardware jobbing business has 
brought him a wide acquaintance with the 
wholesale and retail hardware trade in 
nearly every section of the country. 





Abbey & Imbrie Consolidated 
with A. G. Spaulding & Bros. 


An event of interest to the trade has 
recently been consummated by the con- 
solidation of Abbey & Imbrie, 97 Chambers 
Street, New York City, and A. G. Spauld- 
ing & Bros., 105 Nassau Street, New York 
City. By this consolidation the Spaulding 
company will make available to the pub- 
lic, through its dealers, one of the best 
known lines of fishing tackle in the world. 
The identity of Abbey & Imbrie will be 
preserved as it will be known as the Abbey 
& Imbrie Division of A. G. Spaulding & 
Bros, Originally, Abbey & Imbrie main- 
tained retail stores, but in the last five 
years they have conducted only a whole- 
sale business. The company has been op- 
erating through sales representatives in 


various sections of the country. This ar- 
rangement will be continued and _ the 
representatives will contact with Spaulding 
dealers. 

Abbey & Imbrie was founded in 1820 
and during the past 108 years the com- 
pany has devoted itself to the manufacture 
of high grade fishing tackle. 





Blackhawk Mfg. Sold Only Its 


Line of American Grinders 


In the printing of a picture of G. G. 
Hein, general manager, Milwaukee Cir- 
culating Pump Co., Milwaukee, Wis., in 
the Nov. 3 issue, the caption under the cut 
does the Blackhawk Mfg. Co., same city, 
an injustice, which we hasten to correct. 
The item reads “G. G. Hein, general 
manager, Milwaukee Circulating Pump 
Co., Milwaukee, Wis., which recently took 
over the Blackhawk Mfg. Co., Milwau- 
kee, makers of the American Grinder 
Line.” 

The truth as printed in the Oct. 20 issue 
of Harpware AGE, is that the Blackhawk 
Mfg. Co. has sold to the Milwaukee Cir- 
culating Pump Co. its line of American 
grinders, but will continue in its own name 
to make and distribute its many other 
products. 


Implement Dealers Discuss Main- 
tenance of Re-Sale Price 


Eighty-one delegates representing the 
various state implement retailers’ associa- 
tions attended the 28th annual convention 
of the National Federation of Implement 
Dealers Associations held in Chicago Oct. 
12, 13 and 14. 

One of the outstanding features of the 
meeting was the discussion and final adop- 
tion of a resolution urging manufacturers 
to fix and maintain their own re-sale prices 
on farm implements. It was pointed out 
in the resolution that the present policy of 
allowing each dealer to establish prices had 
resulted in an unsettled market, "and had 
been eminently unfair to the purchasing 
farmers. 

The report of the committee on dealers’ 
overhead costs was highly interesting. Item- 
ized reports of their cost of doing busi- 
ness had been received from 378 dealers 
located in various parts of the country. A 
tabulation of these figures showed the av- 
erage cost of doing business to be 17.50 
per cent. 

One day of the three-day convention was 
given over to a joint session with the Na- 
tional Association of Farm Equipment 
Manufacturers, also in convention in Chi- 
cago at the time. 

At the final session the following officers | 
were chosen for the ensuing year: Presi- | 
dent, E. P. Lynch, Faribault, Minn.; vice- 
president, R. G. Nuss, Madison, Wis.; di- | 
rectors, C. R. Peters, Winterset, Iowa; A. | 
A. Doerr, Larned, Kan., and S. E. Dilla- | 
vou, Champaign, Ill. Immediately follow- 
ing the adjournment of the convention the 
new official board met and reappointed H. 
J. Hodge, Abilene, Kan., as secretary and 
treasurer. 





Theodore F. Mulford Passes On 


Theodore F. Mulford, who was asso- 
ciated with Shields & Brother, 521 Mar- 
ket St., Philadelphia, Pa., over fifty years, 
passed away recently. 

Mr. Mulford was born in Bridgeton, N. 
J., in 1854 and attended the local schools. 
In 1873 he entered the employ of Shields 
& Brother, who were at that time in busi- 





Theo. F. Mulford 


ness at 119 N. 3rd St., Philadelphia, Pa. 
This was the first and only employer that 
Mr. Mulford ever served, passing on after 
fifty-three years of faithful service. He 
possessed a cheerful and kindly disposition 
and was held in the highest esteem, not 
only by his customers, but by everyone 
who came into contact with him. Mr. 
Mulford was laid to rest in Mount Peace 
Cemetery. 





DuPont Viscoloid Exhibits at 
National Hotel Exposition 


The Pacific Novelties Division of the 
Du Pont Viscoloid Company announces 
that they have recently organized a de- 
partment devoted especially to the manu- 
facture of advertising novelties and gift 
articles suitable for use as souvenirs for 
parties, weddings and social functions of 
any kind. The first public exhibition of 
the work of this department will be made 
at the National Hotel Exposition at Grand 
Central Palace, "New York City, Nov. 14 
to 19. Bobby sets consisting of a small 
comb and brush in white pearl, rose pearl, 
blue, maize and green will be shown. The 
display will also include telephone indexes, 
memo tablets, bridge scores, make-up 
boxes, manicure sets, powder stands and 
other articles that would make attractive 
gifts and souvenirs for hotel guests. 





| his home, after a short illness. 
| was one of the best known hardware mer- 
| chants in Central New York. He began 
| his career as a boy with the house of 


Thomas H. Hobbes Passes On 


Thomas H. Hobbes, prominent citizen 
of Utica, N. Y., passed away recently at 
Mr. Hobbes 


Shaughnessy Bros., Utica, N. Y., and re- 
mained with the company through the 
many changes of personnel until his death. 
For several years the firm has been known 
as Shaughnessy-Hobbes Co. 
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Hardware Boosters Elect Officers 


Fred Hinchman, Chief Booster, George Fisher, New Junior—Secretary, Roy 
C. Schmidt and Treasurer George W. Eadie Were Re-elected—Four Consti- 
tutional Amendments Passed 


Fred B. Hinchman, New York manager, 
John Russell Cutlery Co., was elected 
Chief Booster of the New York Hardware 
30osters, Saturday, Oct. 29, at the annual 
meeting held in the, Hardware Club, 253 
Broadway, New York City. He succeeds 
Charles Pincus, Stanley Works, whose ad- 





Fred B. Hinchman 


ministration has been a high point in the 
history of the organization. Last year 
Mr. Hinchman served as Junior Chief. 
George H. Fisher, Milwaukee -Stamping 
Works, was selected as Junior Chief. 
Secretary Roy C. Schmidt, Stanley Works, 
and Treasurer George W. Eadie, Harmon 
& Dixon, were reelected by the thirty 





George W. Eadie Roy C. Schmidt 


members present, who made no secret of 
their appreciation to these untiring. work- 
ers. 

Past Chief Bert Conner, Pike Mfg. Co., 
was chairman during the election and 
supervised the induction into office. Con- 
ductors were Oscar Watts, E. C. Atkins 
& Co.; L. H. Johnson, Masback Hardware 
Co.; Jim Bennett, Lockwood Co., and 
Past Chief Booster Fred Ritterbusch, 
Reading Knob Works. FE. C. Schader, 
Topping Bros., was teller. 





Prior to the election, four ‘constitutional 
amendments were passed. The high lights 
of these being provision for the appoint- 





Charles Pincus 


ment of a three-year entertainment chair- 
man, to select his own committee, and the 
appointment of a three-year nominating 
committee of three past chiefs. 

In his retiring report, Chief Booster 
Pincus reported 44 new members’ during 
the past year and said that it had been the 
organization’s biggest year from an at- 
tendance and new member standpoint, and 
that never before had the Boosters enjoyed 
so many hardware celebrities as guest 
speakers. Mr. Pincus expressed his appre- 
ciation for the earnest cooperation of offi- 
cers and members. Secretary Schmidt and 
Treasurer Eadie made their annual reports. 
The Chief and Secretary gave special 
praise to Charles J. Heale, HARDWARE 
Ace, for help in getting speakers and for 
his work as publicity chairman. 

In accordance with the new constitu- 
tional amendment, Chief Booster Hinch- 
man appointed Past Chief Booster Pincus 
chairman of the entertainment committee 
for the next three years. Other commit- 
tees will be reported at the November 
meeting. In accepting office, Mr. Hinch- 
man thanked the members and said he 
would endeavor to give as good an ad- 
ministration as his predecessor. 

Charles Downes, Hardware Dealers’ 
Magazine, was elected a member, proposed 
by Past Chief Ritterbusch and seconded 
by Charles J. Heale, HARpWARE AGE. 


-Hercules Powder Co. Appoints 
New Canadian Representative 


Wilson, Patterson, Gifford, Ltd. 101 
Murray Street, Montreal, Can., represent- 
ing the Naval Stores Div., Hercules Pow- 
der Co., Wilmington, Del., in the Province 
of Ontario, will now cover the Province 
of Quebec also. This firm succeeds H..J. 
McAdie, who represented the Hercules 
company in the Province of Quebec. 


|. Merchants & Manufacturers 
Enjoy Outing 

The members of the Philadelphia Hard- 
ware Merchants & Manufacturers’ Asso- 
ciation, assembled at the Cedar Brook 
Country Club on the afternoon of Oct. 
26 and enjoyed an attractive program of 
sporting events, followed by a dinner in 
the evening. The day’ was clear and there 
was just enough fall tang in the air to 
invite active participation in the various 
events. The early arrivals immediately in- 
vaded the golf course or busied themselves 
with quoits, while the baseball enthusiasts 
were organizing. James S. Bonbright, 
Pennsylvania Lawn Mower Works was 
assigned the captaincy of the manufactur- 
ers’ team while Captain Paul A. Griffith, 
Shields & Bro., led the jobbers. The 
games were enhanced by the stellar field- 
ing of Charles Z.:Tryon, E. K. Tryon Co., 
and Wm. A. Macpherson, Seltzer-Klahr 
Hdwe. Co. The heavy hitting of George 
A. Fernley, secretary-treasurer of the as- 
sociation and Jim. Rose, HaRpwarE AGE, 
kept things on the run. P. F. Hord was 
scorekeeper and declared the game a draw 
in the ninth round. 

E. J. McAleer, E. J. McAleer & Co., 
presided at the dinner, where a rising vote 
|of thanks decreed the affair an all-round 
success. 5 

The Outing Committee, consisted of 
Charles Z. Tryon, chairman; E. C. Gris- 
wold, Paul A. Griffith, Shield & Bro.; 
S. Horace Disston, Henry Disston & Sons; 
Fayette R. Plumb, Fayettte R. Plumb, 
Inc.; Wm. A. Macpherson, E. J. McAleer, 
James S. Bonbright and George A. 
Fernley. 





Radio Manufacturers’ Assn. 
Appoints B. P. Geddes 


3ond Parker Geddes has been chosen 
executive vice-president of the Radio 
Manufacturers Association, New York 
City, to succeed L. S. Baker, now manag- 
ing director of the National Association of 
3roadcasters. 

Mr. Geddes is very well known in Wash- 
ington, D. C., as a newspaper man, having 
been with both the United Press and As- 
sociated Press in the capitol city. He 
left the newspaper work to join the Sin- 
clair Consolidated Oil Corp. in Washing- 
ton, D. C., resigning last year to become 
Washington bureau manager and _ political 
writer for a new national magazine. Mr. 
Geddes is well qualified for this new posi- 
tion, having a successful background of 
over 17 years’ experience in press and pub- 
lic relations work. 








| Keystone Brass Appoints Ten 
Eyck As Representative 


Fred F. Ten Eyck has been appointed 
the representative in the Pacific Southwest 
lof the Keystone Brass & Rubber Co., 
Philadelphia, Pa. Mr. Ten Eyck’s office 
is at 205 West 16 St., Los Angeles, Cal. 

Other western and southwestern repre- 
sentatives of the company are—J. A. Sal- 
zer, 528 N. Hennessey St., New Orleans, 
La., Felix Wodica, 2100 Withnell St., St. 
Louis, Mo:, and Earl Roebitcher, San 
| Francisco, Cal. 
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Several Personnel Changes 
Announced by Westinghouse 


J. S. Tritle, general manager merchan- 
dising department Westinghouse Electric 
& Mfg. Co., East Pittsburgh, Pa., an- 
nounces the consolidation of several mer- 
chandising territories and the appointment 
of executives to be in direct charge of op- 
erations in these sections. 

M. C: Morrow has been appointed sales 
manager merchandising . department, and 
I, R. Kohnstamm assistant sales manager. 
(he northeastern sales section and the 
Philadelphia district. have been consoli- 
dated and will be known as the northeast- 
ern merchandising district. George T. 
Kunklin has been appointed district man- 
ager of this territory with headquarters in 
New York. 

George Bailey, who has been assistant 
to general manager merchandising depart- 
ment, has been appointed district manager 
at San Francisco ‘of the territory com- 
prising the ptesent San Francisco, Los 
Angeles, and Seattle districts, which have 
been consolidated into what will be known 
as the Pacific Coast merchandising dis- 
trict. 

P. Y. Danley, formerly manager in- 
terior lighting section, has been appointed 
district manager of the territory compris- 
ing the present Pittsburgh, Cincinnati, and 
Detroit districts, to be known as the north 
central merchandising district. Mr. Dan- 
ley’s headquarters will be at Mansfield, 
Ohio. 

J. Paul Teller has been appointed man- 
ager interior lighting section and will con- 
tinue to be located at South Bend, Ind. 


American-La France Co. Buys 
Foamite-Childs Corporation 


The American-La France Fire Engine 
Co. Inc., Elmira, N. Y., has acquired the 
good will and assets of the Foamite-Childs 
Corp., Utica, N. Y. and on Nov 15, the 
business of the two companies will be com- 
bined, forming the American-La France 
and Foamite Corp. For 82 years Ameri- 
can-La France has been active in the de- 
velopment and production of modern fire- 
fighting equipment. 

Foamite-Childs Corp., whose organiza- 
tion dates back to 1897 has built up a fire 
protection service of wide application to 
all types of property. It has developed 
the modern foam method of fire extinguish- 
ing. 

The new corporation will be able to give 
broader service, greater manufacturing re- 
sources and a better balanced line of prod- 
ucts. Sales offices will be maintained in 
the principal cities of the country: 


DuPont Announces Changes in 
Paint, Varnish and Lead Div. 


Announcement has just been made of 
new appointments in the Paint, Varnish 
and Lead Division of E. I. du Pont de 
Nemours & Co., Wilmington, Del. These 
appointments were effective Nov. 1 and 
are as follows: 


David Williams, publisher and sole own- 
er of The /Jron Age, of which HARDWARE 





David Williams 


| °° David Williams Died October 29— 
Former Owner The Iron Age 


AGE was then a part, from 1868 to 1909, 
died at his home at Rogers Rock, Lake 
George, N. Y., Saturday, Oct. 29, aged 
85 years. He was born in Waterford, 
Ireland, Dec. 23, 1841, and came to the 
United States with his 1850. 
His father, John Williams, received his 
early business training as a hardware sales- 
man, his first American job being with 
Wheeler, Madden and Bakewell, Middle- 
town, N. Y., saw manufacturers. 

In 1855, Williams started at 
Middletown a trade journal known as The 
Hardware Man’s Newspaper. His son 
David, who had learned the printer’s trade, 
had to do with the mechanical end of the 
business. In 1859 the paper’s name was 
changed to The Iron Age, in which was 
maintained an important hardware section. 

The hardware section became such a 
factor it was found desirable to make it 
an individual paper in 1909, with the name 
Tron Age-Hardware. As hardware 
know, this publication was the forerunner 
of Harpware AGE, which name has been 
used since 1911. The later R. R. Williams, 
brother of David Williams, edited Jron 
Age-Hardware and for a time edited 
HARDWARE AGE. 


parents in 
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men 








W. F. Donohoe has been made Assistant 
Division Manager. Mr. Donohoe has been 
associated with the company since 1908 
and has been intimately connected with the 
activities of the paint and varnish business. 

A. M. Sullivan becomes Sales Manager 
of the Philadelphia District. He has been 
associated with the company for ten years 
and for about three years has been super- 
visor of the Pittsburgh District. 

W. T. Banning has been appointed As- 
sistant Sales Manager of the Philadelphia 
District. He has been with the company 
since 1915 and has been directly connected 
with the Paint Division for six years. 

J. Nelson Werntz has been appointed 
Supervisor of the Pittsburgh District, suc- 
ceeding Mr. Sullivan. Mr. Werntz has 


been representative in North Carolina. 


Walter A. Sheely Joins the 


Walter A. Sheely, assistant manager and 
manager of credits for Emerson-Branting- 
ham Implement Co., branch in Kansas 
City, Mo., has resigned his position and has 
joined Townley Metal & Hardware Co., 
Kansas City; Mo. He will act in a similar 
capacity with this firm. Mr. Sheeley joined 
the Emerson-Brantingham organization in 
1912 and before that was with the former 
Reeves & Co. His brother, Gilbert F. 
Sheely, is secretary of the Indiana Retail 





Hardware Association. 


been with the company since 1925 and has | 


Townley Metal & Hardware Co. | 


Clifford R. Babson Becomes 
Winchester Sales Manager 


Clifford R. Babson, former director of 
sales of the U. S. Cartridge Co., New 
York City, recently resigned his position 
and has joined the Winchester Repeating 
Arms Co., New Haven, Conn., as general 
sales manager. 

After his graduation from Princeton 
University, Mr. Babson took a position 
with, the Colwell Lead Co. and became 
associated with the United Lead Co. in 
1905. When the U. S. Cartridge Co. inter 
ests were pufchased by the National Lead 
Co., in 1911, Mr. Babson was made man 
ager of the New York office of the former 
company. In 1918 he was placed in charge 
| of ammunition sales for the company and 





| was later appointed director of all sales 


Albert Champion Dies 


Albert Champion, founder of the Cham- 
pion Spark Plug Toledo, Ohio, 
passed away recently in Paris, France. 

Mr. Champion’s life was devoted to 
keeping up with man’s progress in loco- 
motion. He came to this country from 
France and in 1905, with W. C. Durant, 
automobile manufacturer, founded the 
Champion Spark Plug Co. This company 
has plants in this country, England and 
France. 

When a young man, Mr. Champion was 
a bicycle rider and recognized as one of 
| the speediest cyclists in the world. 
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Paint, Varnish and Allied Industries Hold 
Annual Get-Together 


The annual get-together week of the 
paint, varnish and allied industries at At- 
lantic City closed Oct. 29 with the feeling 
that a good year had just ended and an- 
other good year was opening. The in- 
dustry is well organized and through the 
thorough reports submitted by the many 
committees, the annual review presents a 
complete picture of the industry. 

The American Paint and Varnish 
Manufacturers’ Association announced 
the present membership at 184 firms. The 
following officers were elected: Presi- 
dent, Frank L. Sulzberger, vice-president 
Enterprise Paint Mfg. Co., Chicago, IIl.; 
first vice-president, Frank P. Cheesman, 
retiring president of the association; 
second vice-president, A. D. Graves, Pratt 
& Lambert, Inc., Buffalo; secretary, 
George B. Heckel, Philadelphia; treas- 
urer, Horatio L. Wilkinson, Debevoise Co., 
Brooklyn. 

The new Board of Directors comprises: 
R. W. Levenhagen, Glidden Co., Cleve- 
land; B. J. Cassady, Pittsburgh Plate 
Glass Co., Pittsburgh; C. B. Woodruff, 
W. P. Fuller & Co., San Francisco; H. A. 
Melum, Benjamin Moore & Co., Chicago; 
H. A. Hall, Boston Varnish Co., Boston; 
J. Sibley Felton, Felton Sibley & Co., 
Philadelphia; A. Lawrence Phillips, Val- 
entine & Co., New York; E. H. Hancock, 
Louisville Varnish Co., Louisville; W. R. 
McFarland, McMurtry Manufacturing 
Co., Denver. 

The National Paint; Oil and Varnish 
Association, elected the following officers: 
President, James B. Keister, San Fran- 
cisco. 

Vice-presidents: Canadian Zone, John 
Irwin, Montreal; Central Zone, .P. C. 
Frayser, St. Louis; Eastern Zone, Roy 
W. Lindsay, Buffalo; Southern Zone, S. 
E. Booker, Louisville; Western Zone, 
E. A. Bradley, Los Angeles. 


Treasurer, Charles J. Roh, Newark. 

Directors to serve for three years: Buf- 
falo, S. H. Stilling; Cincinnati, W. H. 
Crawford; Cleveland, H. O. Gibson; Dal- 
las, R. N. Ballou; Detroit, R. A. Plumb; 
Golden Gate, E. H. Dyer; Kansas City, 
Ferdinand Hauck; Louisville, J. F. Kur- 
fees; Milwaukee, Walter Schwarz; New 
England, W. H. Kirkpatrick; Philadel- 
phia, George E. Matlack; Richmond, F. J. 
Sampson; Toledo, P. F. Whalen; To- 
ronto, A. S. Boulton; Utah, Wallace F. 
Bennett. 

To serve for one year to fill the unex- 
pired term of Carl F. Speh (who has 
moved to another city), D. J. Devlin, New 
Orleans. 

For member of the Executive Commit- 
tee, three-year term, R: B. Robinette. 

It was announced that the 1928 annual 
meeting of the National Association of 
Paint Distributors will be held in New 
York the week of Feb. 20. At a special 
meeting held during the week in Atlantic 
City, the final report of the Harvard Bu- 
reau on the cost of distributing paint was 
read. 

The recent death of Norris B. Gregg 
brought several changes in the personnel 
of the educational work. Ernest T. Trigg, 
known as the founder of the Save the 
Surface Campaign, was elected chairman 
of the Educational Bureau, succeeding 
Mr. Gregg. In his new position as chair- 
man, Mr. Trigg appointed A. D. Graves 
as chairman of the Save the Surface Cam- 
paign. Herbert W. Rice was elected vice- 
chairman of the Educational Bureau to 
fill the place vacated by Mr. Trigg’s pro- 
motion. 

The educational work carried on by the 
various publicity committees was approved 
and appropriations for certain lines of 
work increased. 





J. J. Morsman Heads 
Carter White Lead Co. 


J. J. Morsman, vice-president of the 
Carter White Lead Co., Chicago, IIl., was 
elected president of the company at a re- 
cent meeting of the board of directors. Mr. 
Morsman entered the company’s employ 
in 1893, in Omaha. He was advanced 
through the various departments and be- 
fore his election to the vice-presidency, was 
treasurer of the company. He succeeds 
F. M. Carter, recently made a vice-presi- 
dent of the National Lead Co., New York 
City. At this same meeting, W. G. Bisbee, 
advertising and sales manager, was elected 
vice-president and a director. C. C. Watts 
was elected treasurer, while F. C. Smith 
retains his position as secretary. 





G. P. Rogers Enters New Work 


Granville P. Rogers has been appointed 
managing director of the National Elec- 
trical Supply Jobbers’ Association. For 
the last two years Mr. Rogers has been 





engaged in directing the work of the Ar- 
tistic Lighting Equipment Association, an 
organization composed of the leading man- 
ufacturers of all types of lighting equip- 
ment, parts and supplies. For the pres- 
ent he will continue his connection with 
the lighting fixture industry. 





R. O. Bossinger Appointed West- 
ern Agent for W. C. Heller 


W. C. Heller & Co., Montpelier, Ohio, 
manufacturer of store equipment, has an- 
nounced the appointment of Robert O. 
Bossinger as its sales agent and distributor 
in the seven states west of the Rocky Mts. 
and on the Pacific Coast. 

Mr. Bossinger will have his headquar- 
ters at 669 Folsom St., San Francisco, 
Cal., and has O. J. Dartsup and Fred C-. 
Rudisill associated with him. Mr. Bos- 
singer is a capable, energetic and well 
known hardware man and was formerly a 


partner in the Kidd-Bossinger .Hdwe. Co., | 
| tary. 


Little Rock, Ark. 








Ed. Kelchner N. Y. Manager for 
Devoe & Raynolds Co. 


Edward Kelchner has been appointed 
manager of the New York Branch of 
Devoe & Raynolds Co., Inc., New York 
City, succeeding the late Robert S. Wilson. 
Mr. Kelchner’s first connection with 
Devoe was in the company’s retail ex- 





Kelchner 


Ed. 


perimental store on Fulton Street, New 
York, in October 1909. Shortly after he 
became an outside salesman working on 
new building accounts and later was given 
a territory consisting of parts of Manhat- 
tan and Bronx Boroughs, and Brooklyn. 
Later he covered Bronx Borough, New 
York City and Westchester County, New 
York, then became metropolitan district 
traveling sales manager and more recently 
metropolitan district sales manager. 

Mr. Kelchner is well known in the paint 
and hardware fields, is a member of the 
New York Hardware Boosters, and the 
Allied Paint Traveling Salesmen’s Asso- 
ciation. 


J. E. Degan Co. to Distribute 
Walworth’s Line of Valves 


The James E. Degan Co., Detroit, Mich., 
wholesale distributors of steamfitting and 
mill supplies, announces that it has become 
a distributor of Walworth valves, manu- 
factured by the Walworth Co., Boston, 
Mass. 

The complete line of valves will be car- 
ried and are now available at the Degan 
company’s warehouse, 622 First St., De- 
troit, Mich. 


Sinclair-Kunz Corp. Acquires 
The Hi-Lo Fan Corporation 


Sinclair-Kunz Corporation, Congress and 
Peoria Streets, Chicago, IIl., have acquired 
the assets of the Hi-Lo Fan Corp., Chi- 
cago, Ill., and is now operating under the 
name of Sinclair Equipment Corporation. 
Louis F. Sinclair is president and general 
manager; Harry Kissenger, vice-president 
and treasurer, and Albert Sabath, secre- 
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Donley Garage Door Stops 


Two different types of-garage door stops 
have recently been placed on the market by 
The Donley Mfg. Co., 10585 Quincy Ave., 
Cleveland, Ohio. Style No. 1 is made of 
channel steel, finished in green enamel. 
This stop may be placed either high or low 
on the door, according to the space between 
the lower edge of the door and the ground. 
In opening the door a slight blow with the 
Pie. 
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foot swings the stop into position. When 
the door is to be closed, the stop is pushed 
up against the door, and is rigidly held in 
position. 

The “M” shaped edge gives a good hold 
on concrete, gravel or dirt. Wrapped com- 
plete with screws in units of two stops, 6 
pair to a box and 12 boxes to a case. 

Style No. 2 is also made of channel steel, 














formed into a heavy cam on one end. This 
stop has the added advantage of holding the 
door rigidly in place and preventing it from 
swinging backward or forwards. It is fin- 
ished in blue enamel. Wrapped complete 
with screws in units of two stops, 6 pair 
to a box and 6 boxes to a case. 


Snappy Taylor Velocipedes 


The Frank F. Taylor Co., Norwood, 
Cincinnati, Ohio, recently placed on the 
market two lines of velocipedes, the No. 
500 Series and the No. 600 Series. The 
former is without accessories while the 
latter comes with tool kit, bicycle bell and 
heavy mud guard. The ball bearing 
wheels are mounted with 1% in. balloon 
type tires. All the joints of the tubular 
frame are hand brazed. The nickel plated 
handle bars are of electrically-welded tub- 








ing with large rubber grips. The -boltless 
leather saddle may be adjusted to any de- 
sired height. These velocipedes are fin- 
ished in red, blue or orange,: striped and 
decorated. The No. 500 Series comes with 





16, 18 and 22 in. front wheels while the 
No. 600 Series are the same with the addi- 
tion of a 14 in. front wheel model. 


The Mirro Aluminum Ring Has 
Many Uses in the Kitchen 
The Aluminum Goods Mfg. Co., of 
Manitowoc, Wis., is now manufacturing 


the Mirro Aluminum Ring Mold. It can 
be used for preparing molded salads, 








whole-meat dishes, cakes, and fancy des- 
serts. 

Interested dealers can secure complete 
information from the manufacturer. 


New Model Empire Engine 


Metal Ware Corp., Two Rivers, Wis., 
is now manufacturing Empire Model B-32 
Battery Engine, which looks and acts like 
a steam engine, but operates with an ordi- 
nary dry cell as its source of power, in- 
stead of steam. 

This model engine is about 6 x 8 x 6 in. 
and is equipped with a half inch belt pulley, 
having plenty of speed and power to op- 





erate light mechanical toys. The dry cell 
is inclosed in the boiler shell, making the 
engine a self contained unit. It is always 
ready to go and is operated by a throttle 
type switch. 





The Edlund Can Opener 


Edlund Co., Burlington, Vt., is manu- 
facturing a can opener which is an im- 
provement over other brands now on the 
market. The Edlund Can Opener. con- 
sists of two parts: the base, which is 
clamped on to the kitchen’ table or cabinet, 
and the upright arm containing the cutter 
and the handle. The can to be opened is 
placed on the base and the handle is 
tilted upward. This forces the cutting 
knife away from the small wheels. The 





blade is then forced down into the can 
and the handle lowered to a_ horizontal 
position. This action clamps the can 
firmly against the upright as the blade is 
brought close to the small wheels, No 
hand is needed to hold the can. 

The Edlund Can Opener leaves a smooth 
rounded edge on any shape can, round, 
square or oval, which permits the contents 
to be removed whole. A special bracket 
can be secured for attaching the base to 
a wall, if desired. The opener is made in 
two sizes, strongly constructed and attrac- 
tively finished. 


Washburn’s* Aunt Mary Pie Tin 


The Washbufh Co., 6126 South La Salle 
Street, Chicago, Ill, has placed before the 
trade the Aunt Mary Pie Tin which ought 
to prove very popular with the housewife. 
The trough around the rim of the pan re- 





tains the juice and keeps it from flowing 
over into the oven and also keeps it from 
flowing back between the under crust and 
the tin. 
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Attractive Electric LLamp 


A unique and attractive line of electric 


lamps, patterned after early American, Pil- | 


grim and Colonial kerosene lamps, have 
been placed on the market by the Jefferson 
Glass Co., Follansbee, W. Va. The lamp 
illustrated is No. 557/417% Venetian 





Optic. This lamp is made of transparent 
glass, in crystal, blue, amber, amethyst and 
green colors. The base plate, fount and 
shade are uniform in size’so that the parts 
are interchangeable. In addition to the 
colors listed, the lamp may also be had in 
a combination of colors, if desired. 

It is equipped with push button sockets, 
silk cord and a two piece plug. The hold- 
er for the shade is a beautiful pierced brass 
collar trimmed on both edges with an orna- 
mental brass banding and the holder is fin- 
ished in old English brass 


Model 800 Parlor Furnace 


Allen’s Parlor Furnace, Model 800, has 
recently been placed on the market by the 
Allen Mfg. Co. Inc., Nashville, Tenn. 


of 20 gage Armco enameling stock. The 


| top, columns, legs, grate, burners, etc., are 


of cast-iron and the inner heating unit is 

| made from 20 gage copper bearing ‘iron. 
There are two burners, each with 90 

ports. Six air ducts, four inches in diam- 


| eter extend through the combustion cham- | 
| ber. Incandescent fuel balls contained in | 


| a great suspended above the burners, break 
| up the flames, absorb moisture and form a 
| glowing fire, visible through the mica door. 


| The gas consumption of this furnace is a | 


| minimum capacity of 40 cu. ft. each burner 
| per hour and not more than 80 cu. ft. per 
| hour per burner. 

| Model 800 comes in three finishes and 
weighs, crated for shipment, 275 Ibs. 


| Handy and Attractive Display 


| 


An attractive lithographed metal dis- 


play card is now being offered to the trade | 


N. Y. This display carried thirty Car- | 


borundum Grid Leaks and thirty Carbo- 
rundum Resistors in all of the standard 
popular values. This display has an easel 


E The Carborundum Co., Niagara Falls, 
| 
| back, making it easy to place on a counter 


CARBORUNDUM 
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or show case. The items are set in metal 
clips so that they can be sold directly 
from the display. It can also be hung on 





| 
| 
| 


| 


| 





; ° 

This furnace measures 42 inches in 
height, 22 inches in width and 17 inches 
deep. It has an outer casing on four sides 


| splinterings of wood. Carved pieces can 


the wall if so desired. 
Complete information may be secured 


from the Hardware Sales Dept., The Car- 


borundum Co., Niagara Falls, N. Y. 


Wood Amalgam 


Wood Amalgam Co., 47 Broad St. 
Bloomfield, N. J., is manufacturing “Wood 
Amalgam” a substance which can be used 
to fill in knot holes, repair cracks, etc. It 
is a good stopperage for all abrasions and 


be reproduced by moulding, patterns can be 
shaped and damaged patterns repaired. 
“Wood Amalgam” can be stained with 
spirit stains and is made up in 16 different 
colors and shades. When it has dried, it 
can be hammered, sawed, chiseled, planed, 





Miller Bali Assortment 


The Miller Rubber Co., Akron, Ohio, 
offers to the trade the No. 8025 rubber ball 
assortment, of interest to the dealer with 





| 








a toy department. While the assortment 
idea is not new, many new items have been 
added. This assortment consists of 34 balls 
in sizes ranging from 2 in. in diameter up 
and including 6 in. There are many dif- 
ferent styles and different colors. The 
wire stand, which is included, shows all 
the items to their best advantage and re- 
quires a small amoynt of table or counter 
space. 


Stanley Hammer Stands Test 


A very unusuaj test was recently given 
to a new Stanley 100 Plus Nail Hammer, 
a product of the: Stanley Rule & Level 
Plant, New Britain, Conn. This test was 
given to prove the strength of a new 
method of fastening the head of the ham- 








mer to the handle. Two men with a com- 
bined weight of 325 pounds were suspended 
by means of an improvised cradle from the 
end of the hammer handle. The strain 
of the weight was taken on the claws and 
handle without damaging effect. This 
strain is said to be far in excess of any 
that the hammer might be subjected to in 
actual use. 





or gouged. 
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Champion’s New Folding Bed — 


A folding. bed, ‘combining several un- 
usual features, has-recentiy been offered to 
the trade by Champion Folding Furniture 
Co., 42 Madison Street, Waukegan, III. 





“Champion Tuk-A-Way’” comes in two 
parts, the collapsible frame and the fold- 
ing spring. The frame folds up into a 
small compact unit and with the spring, 
takes up very little space when not in use. 
When the bed is to be used, the frame 

















work is set up and the spring attached at 
one end. It is laid across the frame and 
attached to the other end. <A _ powerful 
lever tightens the spring, stretching it taut, 
high above the frame. 

The side rails, end supports and legs 
and made from high carbon channel steel. 





The side braces, end toggle joints and 
locking device are of spring steel. The 
spring is smooth and closely woven, con- 
sisting of alternate rows of flat and round 
spring wire, supported by helical springs. 








“Champion Tuk-A-Way” is 
single and double widths. 


Skinner Chuck Stock Racks 


The Skinner Chuck Co., New Britain, 
Conn., is manufacturing the Skinner 
“Sturdy-Sectional” Stock Racks. These 
racks are shipped in small compact cases 
and are easily assembled. The braces are 
made of cast iron and because of a lock 
device, are readily assembled by means 





| wire products. 
arately, covering the wide line of wire | 


of stove bolts. This framework has been 


tested with heavy loads and has not shown 
any perceptible sag on the uprights or 
braces. 

The frame is constructed so that a maxi- 
mum: amount: of drawer space. is obtained. 
These drawers are. made of, high grade 





steel, welded throughout and can be secured 
liquid tight if desired. The drawer ca- 
pacity of 20 by 12 by 8 in. is a size that 
is usually in demand. Drawers with com- 
partments can be secured if desired. These 
drawers travel on rollers that are set in 
the frame and are furnished with either 
drop or stationary handles. 


“Hercules” Screw Driver 


Tuck Mfg. Co., 74 Ames Street, Brock- 
ton, Mass., is manufacturing the ‘“Her- 
cules” Screw Driver, a tool combining 
strength and balance. 

The blade of this screw driver is made 
from high grade tool steel, forged under 
a trip hammer, which is said to give 
strength to resist enormous bending and 
twisting strains. The blade extends 
through the entire length of the handle. 
A heavy steep cap on the end of the 
handle protects it and enables the user 
to hammer on the handle if necessary. 





The blade is securely pinned in the handle 
and in addition a long fin is upset on that 
part of the blade which enters the handle, 
further insuring the blade against turning. 





American Steel & Wire Co. 
Issues Assembly of Catalogs 
The American Steel & Wire Co., Chi- 





cago, Ill., issued on Oct. 24 the latest as- | 


sembly of its various catalogs of wire and 
These catalogs, issued sep- 


and wire products are glued to indexed 
pages in a_ strongly constructed, _ stiff 
covered scrap book. 

The index to the pages is on the cover. 
It is an easy matter to turn to any indexed 
page and find a-catalog covering a certain 
line of wire goods manufactured by the 
company. Blank pages provide for new 
issues of catalogs. 





Window Cleaning Brush 


A. new type of refillable window clean- 
ing brush, which is a combined brush 
and sprayer, has been placed on the’ market 
by the Specialty Mfg. ~Co., Berea Road, 
Cleveland, Ohio. This product -was de- 
signed to be used on windows that are not 
easily accessible from the ground. 

The bristles, which are cut to a level 
cleaning surface, are set into an aluminum 
plate or block. Between this and the alu- 
minum back plate, to which the handle is 
attached, is a hollow space, packed water- 
tight by means of a rubber gasket. A 
Iength of pipe, attached to a hose, is 





screwed into the threaded opening provided 
in the back plate, and the water is forced 
through a number of holes in the front 
plate. 

The edges of the gasket project well 
beyond the edges of the aluminum water 
chamber, so that the metal itself cannot hit 
the surface being cleaned. The brush may 
be shifted around on the handle so that 
all bristles will be worn equally, and when 
it is completely worn out may be returned 
to the factory for refilling. 


Turner Coach Seat Adjusters 


Turner Mfg. Co., Kokomo, Ind., has 
recently placed on the market the Turner 
Coach Seat Adjuster, a device which per- 
mits a three-way adjustment, of the front 
seat in a coach or two-door sedan. 

With this device the seat may be shifted 
iorward or backward to suit the height 





of the occupant and it may also be tilted 
to a comfortable angle. 

There is a total adjustment of four 
inches between the extreme forward and 
backward positions. One end of the ad- 
juster is fastened to the floor bracket 


| and the other end to the leg of the seat, 


by means of the bolt formerly used in the 
car floor bracket. 

Packed in cartons, each containing one 
complete set. Weight per set, 8 oz. 
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(Washington Bureau of HARDWARB AGE) 

Wasuincton, Nov. 7.—Increasing atten- 
tion being given by business and the gov- 
ernment toward solution of the important 
question of better methods of distribution 
is easily one of outstanding developments 
of present-day economics. That greater 
light is being spread over the subject is 
evident from results of surveys that are 
being and have been made and public dis- 
cussions. 

Two interesting talks were given on the 
question last week. One was made before 
the American Association of Advertising 
Agencies in Washington on Wednesday 
by Dr. Julius Klein, Director of the Bu- 
reau of Foreign and Domestic Commerce, 
and on the day following another was 
delivered before the Miami Valley Man- 
agement Week in Dayton, Ohio, under the 
auspices of the Chamber of Commerce of 
that city, by G. E. Bittner, of the Do- 
mestic Commerce Division. Mr. Bittner 
summarized for the first time the work 
of the division which has charge of the 
study of distribution being made in co- 
operation with business interests of the 
country. 

Dr. Klein deplored the million squan- 
dered in inefficient selling efforts, in chas- 
ing what he described as the “mirage of 
a national market” for commodities whose 
best trade is inside the city limits, or in 
following the “phantom of the full order 
book at all costs.” With some minor de- 
ductions, it was pointed out by Dr. Klein, 
approximately the whole of the stupendous 
sum of $89,000,000,000 was spent last year 
in the United States for commodities and 
services. Just how or where the money 
went no one knows. In Dr. Klein’s opin- 
ion, the big job before the Government 
is to work with business in considering 
the many vitally important problems of 
distribution efficiency and in attacking them 
with the more modern weapons of scien- 
tific analysis so that maximum benefits may 
accrue to the consumer as well as to the 
producer and the distributor. According 
to Dr. Klein, “we are at present trying 
all sorts of schemes, attempting to grope 
our way in this direction and that, with- 
out any clear principles to guide us.” 
Mail order ‘houses, he said, which were 
supposed to derive much of their advan- 
tage from the fact that they had no sales- 
men or no expensive retail establishments, 
are now finding it advantageous in many 
cases to establish display stores, and many 
of them are employing the equivalent of 
traveling salesmen to place their catalogs 
in the hands of prospective customers. 
Some chain stores which hitherto con- 





sistently adhered to the cash and carry | 





Washington News Letter 


Dr. Julius Klein, Director of the Bureau of Foreign and Domestic Com- 
merce, and G. E. Bittner, of the Domestic Commerce Division, Give 





Interesting Talks on Distribution 


By L. W. Moffett 


system, it was asserted, now find it ad- 
vantageous to add a telephone and a de- 
livery service. Department stores are tak- 
ing on all kinds of service departments, 
including beauty parlors, golf schools, bus 
transportation, “baby checking,” facilities 
and many other services. 

“We have retailers organizing coopera- 
tive wholesale buying associations, whole- 
salers organizing chains of retailers, and 
manufacturers dealing directly with retail- 
ers or even undertaking house-to-house 
selling to consumers,” said Dr. Klein. 
“We have department stores organizing 
branches and retail stores consolidated un- 
der one management. And through it all 
we have hand-to-mouth buying, installment 
selling, and a host of similar movements. 

“Out of all this experience, we are un- 
doubtedly developing information which 
will be of great service in the future, 
but in the meantime we seem to be spend- 
ing much money and exerting valuable en- 
ergies in fruitless experiments. Experi- 
ence may be a good teacher—at times—but 
the tuition fee is often prohibitive.” 


A more detailed study of the cost of 
distribution was declared by Dr. Klein 
to be an important line of attack. Ad- 
mirable surveys, he said, have already been 
made by some universities, trade associa- 
tions and research agencies, but there is 
still unquestionably a woeful lack of 
knowledge regarding various factors in 
the cost of distribution. He announced 
that the Bureau is about to release the 
first of a series of regional commercial 
surveys which attempt to determine the 
basic commercial attributes, the factors 
affecting distribution and the actual status 
of the buying power of the various eco- 
nomic areas of the country. 

Mr. Bittner explained that during the 
past six years the Department of Com- 
merce has been engaged in continuous and 
exhaustive study of the entire distribution 
system. It has been engaged in a con- 
structive program for the elimination of 
waste and uneconomic practices, he said, 
declaring that wastes are of a wide vari- 
ety, including “lack of standards of qual- 
ity,” “lack of standards of grade,” “un- 
necessary number of sizes and varieties,” 
“bad credits,” “lack of uniformity in busi- 
ness practices in terms and documents,” 
“deterioration of commodities,” “disorder- 
ly marketing,” “unintelligent competition,” 
and “lack of knowledge of markets.” The 
Domestic Commerce Division was de- 
scribed as being engaged in developing in- 
formation which will aid in elimination of 
waste, and has made available the best 
methods in certain functions of retailing, 








to enable the retailer to improve his busi- 
ness. He referred to the recent analysis 
issued regarding wholesale distribution 
costs as related to the hardware trade, and 
summarized the study. Among other things, 
he stated that the application of the meth- 
ods outlined in the study brought about 
a reduction in the inventory from 12,000 
items to 6500 items, and instead of dealing 
with 700 manufacturers, one firm is now 
dealing with 450 manufacturers. The many 
factors that enter into study of distribution 
throughout the country were explained, in- 
cluding division into areas, effect of cli- 
mate on distribution, population and its 
character, kind of consumption, number of 
different kind of stores, wages, costs, etc., 
etc., and the way in which the studies are 
conducted under the supervision of the 
division in Washington. The painstaking 
study made was emphasized. An interest- 
ing revelation of the studies was the wide 
variety of articles carried by stores. 

Mr. Bittner referred to an instance where 
a “hardware” store had its entire show 
window filled with dressed poultry, “in- 
stead of saws, kitchen ware, and mouse 
traps. A portion of the counter was given 
to selling the dressed chickens, ducks and 
turkeys. The proprietor classed his store 
as a hardware establishment.” It was 
stated that information of this kind had 
afforded leads to prospective customers 
who were never called upon before, be- 
cause it was assumed they were not en- 
gaged in the lines they actually handled. 

It has been found, Mr. Bittner said, 
that nearly 33 per cent of the retail estab- 
lishments in one of the cities is doing less 
than $5,000 worth of business a year. 
Those doing between $5,000 and $10,000 
annual sales constitute nearly 22 per cent 
of the retailers. Nearly 25 per cent of 
the retailers are in the group doing a year- 
ly business of from $20,000 to $25,000. 
The three groups account for nearly 79 
per cent of the retailers. Their share of 
the total retail business was nearly 15 
per cent. Seventy-nine per cent of the 
number of retailers, in other words, sold 
less than 15 per cent of the total volume. 
The other 21 per cent of the retailers get 
the remaining 85 per cent of the business. 
Refining the figures a little more, Mr. 
Bittner said, it is found that over two- 
thirds of the business is done by less than 
5 per cent of the establishments. These 
figures are all for independent stores, no 
chain stores-of any kind being included. 

Mr. Bittner mentioned correspondence 
received from merchants who are making 
use of the information the division gets 
out, and are reducing costs, increasing 
profits and getting more business. 
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General Market News 








Tendency Toward Steadiness Noted 


in Hardware Market Conditions 


NEW YORK, Nov. 7.—Consistent buying activity is reported from 
important hardware market centers, comparing favorably with the 
levels recorded for the same period of last year. 
this time would indicate very favorable conditions for the balance 
of the year, and for some months to come. 
are at a high level, while money rates are very low. 

The agricultural districts report aggregate farm returns far above 
those of last year, due to greater yields and higher prices. 
consensus of opinion in the hardware trade is that while no new 
high marks may be made for the remainder of the year, the present 
good conditions will not be seriously impaired. 


The outlook at 


Employment and wages 


The 





October Breaks Record for 
Building Contracts 


The F. W. Dodge Corporation yester- 
day reported a record October for build- 
ing contracts let in New York City, the 
total being $101,556,700. This figure more 
than doubled the amount reported in Sep- 
tember and was 30 per cent higher than 
October, 1926. It was the highest monthly 
contract total since December; 1926, and 
was brought about in part by contract 
awards amounting to over $20,000,000 in 
the public works and utilities fields. 

Analysis of the October building record 
shows that residential building still leads 
all other classes of construction, being 
$52,338,600, or 52 per cent of total; public 
works and utilities amounted to $16,921,- 
100, or 17 per cent. 

New York City’s construction record is 
behind 1926, but shows an increase over 
1925. During the last ten months there 
was $788,740,200 of contracts, let on new 
building and engineering work, compared 
with $915,978,500 in the corresponding ten 
months of last year. 





Paint, Varnish Production Figures 
Announced by Dept. of 
Commerce 


Paint and varnish production and sales 
for the period from January 1 to June 30, 
1927, according to data collected at the 
latest semi-annual canvass of paint and 
varnish manufacturers, were made known 
Oct. 30 by the Department of Commerce. 

The statistics for paints and varnishes 
for the first half of 1927 as compared with 
the second half of 1926 show a decrease 
of 6.1 per cent for paste paints; an in- 
crease of 11 per cent for ready-mixed and 
semi-paste paints, including enamels; a de- 
crease of 3.9 per cent for varnishes, japans 





and lacquers other than pyroxylin, and an 
increase of 16.2 per cent for pyroxylin 
varnishes or lacquers. 

The production was reported as follows: 
199,473,400 pounds of paste paints com- 
prising 132,795,900 pounds of pure white 
lead in oil, 15,877,800 pounds of combina- 
tion or graded whites, 3,438,500 pounds of 
zine oxide in oil and 47,361,200 pounds of 
other paste paints ; 50,662,100 gal. of ready- 
mixed and semi-paste paints, including 
enamels; 34,831,100 gal. of varnishes, 
japans and lacquers other than pyroxylin; 
14,929,000 gal. of pyroxylin (nitrocellulose) 
varnishes or lacquers, and allied products 
comprising paint and varnish removers, 
522,400 gal.; stains (not varnish stains), 
1,897,800 gal.; liquid fillers, 431,000 gal.; 
paste fillers, 7,553,500 pounds, and putty, 
28,528,400 pounds. 

The statistics for the first half of 1927 
are based on returns from 580 establish- 
ments, of which 103 reported the manufac- 
ture of pure white lead in oil; 183, com- 
bination or graded whites; 151, xinc oxide 
in oil; 342, other paste paints; 428, ready- 
mixed and  semi-paste paints; 352, 
varnishes, japans, lacquers other than 
pyroxylin, and 145, pyroxylin varnishes or 
lacquers. 

A few unimportant establishments re- 
ported for 1926 but not for 1927. The 
number of these establishments which re- 
ported for the second half of 1926 was 23. 
On the other hand, data for the first half 
of 1927 are included for 22 establishments 
which did not report for the second half 
of 1926. The 23 establishments which 
made returns for the second half of 1926 
but not for the first half of 1927 con- 
tributed four-tenths of 1 per cent of the 
total quantity of paste paints, 2.5 per cent 
of the ready-mixed and semi-paste paints, 
including enamels, seven-tenths of 1 per 
cent of the varnishes, japans and lacquers 





other than pyroxylin and one-tenth of 1 per 
cent of the pyroxylin varnishes or lacquers. | 


Freight Loading Shows Increase 
Week Ended October 22 


Revenue freight loaded 1,128,486 cars 
during the week ending Oct. 22, showing 
an increase of 8614 cars over the preceding 
week but a decrease of 72,455 cars below 
the corresponding week last year. 

Total loadings for 1927 up to and in- 
cluding that week were 546,034 cars less 
than the same period in 1926, amounting 
to 43,346,804 cars, against 43,892,838 cars 
last year. 

Miscellaneous freight loaded 442,496 
cars during the week, an increase of 8543 
cars over the previous week but a decrease 
of 13,320 cars below the same week a year 
ago. 

Coal loaded 193,272 cars, a decrease of 
3236 cars below the week before and 33,- 
532 cars below the same week in 1926. 

Grain and grain products required 60,- 
378 cars, an increase of 8,045 cars over the 
preceding week and 6,063 cars more than 
the corresponding week a year ago. 

Livestock filled 40,670 cars, a decrease of 
106 cars from the previous week but an 
increase of 571 cars over the same week 
last year. 

Forest products used 67,900 cars, an in- 
crease of 1410 cars over the week before 
but 5054 cars less than the same week in 
1926. 

Ore required 45,036 cars, a decrease of 
6748 cars below the preceding week and 
20,259 cars below the corresponding week 
a year ago. 

Coke loaded 9388 cars, a decrease of 167 
cars from the previous week and 3699 cars 
less than the same week last year. 


Bank Debits Show Decline 8.3 
Per Cent in Week 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended October 
26, aggregated $14,041,000,000, or 83 per 
cent below the total of $15,315,000,000 re- 
ported for the preceding week. 

Debits for the week under review are 
$1,790,000,000 or 14.6 per cent. above those 
for the week.ended October 27, 1926. New 
York city reported an increase of $1,392,- 
000,000; Chicago, $151,000,000; San Fran- 
cisco, $70,000,000! Minneapolis, $25,000,- 
000, and Cleveland, $24,000,000. The larg- 
est decline, $19,000,000, was reported by 
Detroit. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $13,291,- 
944,000, as compared with $14,432,671,000 
for the preceding week and $11,534,634,000 
for the week ended October 27, 1926. 
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Holiday Goods Increasing 1 in Demand— 
Chicago Price Situation Unchanged 








Additional Price Changes Announced by the Chicago Jobbers 


Camp Cots—Both Manufacturers arid Jobbers Have Advanced Their Prices About 5 Per 
Cent on the Various Styles of Camp Cots 








(Chicago Office of HARDWARE AGE) 


CHICAGO, Nov. 8.—Holiday merchandise is assuming an import- 
ant place in the hardware situation and from all indications this 
year is going to be an exceptionally good Christmas season for the 


hardware dealers. 


Orders for holiday stocks of fancy-ware, sport- 


ing goods and toys are being received in an increasingly heavy 


volume. 


Toy makers are reported as being forced already to work 


double shifts in an effort to keep up with the orders. 

There has been very little change in the price situation during 
the past week. The expected advance in jobbers’ prices on plated 
butts was announced and amounts to about 10 per cent in dozen 
lots. On the other hand in spite of the continued high cotton prices, 
sash cord manufacturers have made a substantial cut. 

In the steel industry in this area conditions continue very spotty 
—there has been a slight increase in the buying by general manu- 
facturers but railroad buying has declined. The bar market, which 
has been the one bright spot in the whole situation, is considerably 
dimmed, as the automobile makers have practically dropped out, 
although implement manufacturers are still buying heavily. 

Collections continue to run about equal with this time last year. 


AUTOMOBILE ACCESSORIES.— 
Colder weather is needed to stimulate 
the sale of winter items. 


We quote from jobbers’ 
f.o.b. Chicago: 

Spark Piugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
jon X, 45c. each; Champion Blue 

x line, 53c. — A. C., 53c. each; 
a © of —. 50c.; A. C. Special Ford, 


Spot Light. — Appleton, No, 3280, 
$6.50 each 

Chains. —Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% in. 
$1.85 eac 

Tires and Tubes.—30 x 3% over- 
size cord tires, $8.75 each; regular 
cord, $6.60 each; gray inner tubes, 
30 x 3%, $1.24 each; red inner tubes, 
30 x 34%, $1.45 each. 


AXES.—Axe sales are suffering from 
lack of seasonable weather. Prices re- 
main unchanged. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Single bit base weight 
axes, unhandled, at $14 per doz.; han- 
dled at $19.25 per doz.; double bit 
base weight axes, unhandled, at $19 
per doz.; handled at $24.50 per doz. 


BOLTS AND NUTS.—There is a satis- 
factory demand and prices are well 
maintained. 

We quote from jobbers’ stocks 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 


per cent discount; machine bolts, cut 
thread 60 per cent discount; small 


stocks 


cylinder, 


machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 





10 per cent discount; lag screws, 60 
per cent discount. 


BUILDERS’ HARDWARE. — Jobbers 
have advanced their prices on plated 
butts in order to be in line with the 
manufacturers’ prices, which were ad- 
vanced Aug. 1. 


We quote from, jobbers’ stocks 
f.o.b. Chicago: 3% 3% steel butts, 
old copper and dull brass finish, $2.07 
per doz. pair, case lots—less quanti- 
ties, 9c. per doz. pair higher; 4 x 4 
steel butts, old copper and dull brass 
finish, $2.90 per doz. pair, case lots— 
less quantities, 10c. per doz. pair 
higher; heavy steel bevel inside sets, 
$5.75 per doz. sets, case lots; steel 
bit-keyed front door sets, $1.45 per 
set; wrought brass bit-keyed front 
door sets, $2.49 per set; cylinder front 
door sets, $6 per set. 


CHAIN.—There is a good, steady de- 
as and prices are unchanged. 


ted from jobbers’ stocks 
PP ig hicago %-in. proof cow 
chains, $8.50 per tho. lb. Tenso Bull 
Dog and Brown coil chains, 50-10 
per cent discount, No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
Prices are low and no advance is in 
prospect. Sales are fair. 

We quote from jobbers’ stocks 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 

ELECTRICAL MERCHANDISE. — 
The demand is very good and prices are 
unchanged. 

We quote from jobbers’ stocks 


f.o.b. Chicago: Electrical merchan- 
dise—No. 14 rubber covered wire, 


| 





- 50 per 1000 ft.; in 1000 ft. lots, $6; 
No, -18 lamp cords, $12.50 per 1000 ft. ; 
in 1000 ft. lots, $12; %-in. brush 
brass key sockets, 154c. each; two- 
way plugs, 45c. each, in lots ‘of 10, 
40c. each; two-piece attachment 
plugs, Tige. each; dry cells, boxes of 
50, 32%c. each; less than case lots, 

36c. each. 

Electrical Appliances. — Iron, Hot 
Point, $4.20; lots of six, $3.89; Sun- 
beam, $5; lots of six, $4.72. Table 
stove, Armstrong, $8. Percolator, 
Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 766, pack- 
ages of 10, $1.30; No. 767, $2.62 each; 
No. 767, packages of 5, $2.44 each; 
No. 770, $3.40 each; No. 770, pack- 
ages of 5, $3.17; No. 772, $2. 62 each; 
packages of 5, $2.41; No. 486, 2 58 
each; No, 486, packages of 5, $3.33. 

Battery Chargers.—Apco line, lots 
of less than 10, $13.50 each. 


FILES.—The demand is normal, with 


prices holding firm. 

We quote from jobbers’ stocks 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 

50 per cent off list. 
GALVANIZED WARE— Cooler 
weather is bringing an increased con- 
sumer demand for galvanized baskets 
and tubs. 


We Fs wes from jobbers’ stocks 


f.o.b. icago: ew galvanized 
after made tubs, my » $6; No. 2, 
$6.85; No. 3, $8; ee 


after made pails, a ‘hy Ye qat., $2.33 

14 qt., $2.60; 1 gal. all ‘gaiventaed oil 

cans, special, $2 doz.; 3; 2 gal; $4 a 

4 3 gal., $5.75 doz.; 6 gal., $7 doz. ; 
bu. galvanized baskets, $6. 20 doz. ; 

No 26% bu. bailed galvanized meas- 

ures, $4.50. 


GLASS AND PUTTY.—Sales are sea- 
sonal and prices are unchanged. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Single strength A, all 
brackets, 89 per cent discount; single 
strength B, all brackets, 90-5 per 
cent discount; double strength A, all 
brackets, 89 per cent- discount; double 
strength B, all brackets, 90-5 per 
cent discount; putty, pure grade, 
$4.25 per 100 lb.; commercial, $3.50 
per 100 Ib. 


GLASS SUBSTITUTES.—tThis is the 
season of best demand for glass substi- 
tutes, preparing for winter inclosure 
of poultry houses, service porches, etc. 


Pig quote from jobbers’ stocks 
o.b. Chicago: Cel-O-Glass, 100 x 3 
full rolls, $36.00 each; Glass- Cloth, 

186 x 3 ft., full rolls, $12.00 each. 


GOLF GOODS.—While the current de- 
mand for golf clubs has dropped off, 
a good volume of orders for clubs for 
the ro holiday season is being received. 


qu uote from jobbers’ stocks 
ane hicago: High-grade wood 
clubs, $2.50 each; irons, $2.10 each: 
medium grade, $1.35 each; Crawford- 
McGregor steel shaft wood clubs, 
$4.50 each; Crawford-McGregor steel 
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shaft iron clubs, $3.50 each; Grand 
Slam wood clubs, $4.75 each; Grand 
Slam iron clubs, $3.35 Bee U.S. 
Royal Golf Balls, $6. doz.: St. 
Mungo Colonel Goif i. $6.50 doz. * 


HANDLED HAMMERS AND HATCH- 
ETS.—Hammer sales are good, also 
fancy tools, for Christmas gifts. No 
price changes. 


HAMMERS— 


We quote from jobbers’ stocks 
f.o.b, Chicago: First quality, 16 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz., nail hammers, 
$6 to $8 doz. 


HATCHETS— 


We quote from jobbers’ stocks 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No, 2 broad, $12.50 doz. 


HANDLES, TOOL.—Axe and hammer 
handle sales are especially lively. No 
price changes. 

We quote from 
f.o.b. Chicago: 

Axe Handles.—No. 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—Prices are unchanged, al- 
though an advance in jobbers’ prices 
may be expected shortly. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Heavy strap hinges 
in ree : in., 88c.; 5 in., $1.16; 6 
in., $1.2 in., $2.05; 10 in., $3.45 per 
doz. a3 "ane heavy hinges, bs 
bundles. 4 in., $1.21; 5 in., $1.49; 
$1.53; 8 in., $2.49: 10 in., $3.71 per fa 


HOCKEY STICKS.—Colder weather is 
needed to really start sales, although 
there is a fair demand at this time. 


jobbers’ stocks 


1 hickory, $4 


We quote from jobbers’ stocks 
f.o.b. Chicago: Boys’ Hockey stick, 
$2.00 doz.; Youths’ Hockey. stick, $4.00 
doz.; College Hockey stick, $8.25 doz.; 
Professional Hockey stick, $20 doz.; 
practice pucks, $2.25 doz.; official 
pucks, $3.50 doz. 


HUNTING CLOTHES.—Sales are sea- 
sonably heavy and prices are very firm. 


ICE SKATES.—Dealers are ordering 
freely in anticipation of the skating 
season, while jobbers’ stocks are com- 
plete. 

We quote from jobbers’ stocks 
f.o.b, Chicago: Key Clamp, Rocker, 
men’s and boys’, bright finish, 75c. 
pair. Half Key mps, Rocker, 
women’s and girls’, $1 pair. Key 
Clamp, hockey, men’s and boys’, $1.20 
pair. Half Key Clamp, hockey, 
women’s and girls’, $1.40 pair. Tu- 
bular skates, men’s or women’s, racer 
or hockey, $5. 50 pair. 


LANTERNS.—Shorter days are help- 
ing sales and prices are firm. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Long or short globe 
tubular lanterns, $13 per doz, net. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—The weather has been 
unfavorably warm and sales are im- 
proving very slowly. 


We quote from jobbers’ stocks 
a Chicago: Enterprise No. 25, 4 


NAILS.—The market is well main- 
tained and volume quite good. 
We quote from jobbers’ stocks 
f.o.b. Chicago: lel, quantities com- 


mon wire and cement coated nails, 
current orders, $2.95 per keg base. 


PAINTS AND. OILS.—There is a; nor- 
mal:volume of sales and prices are un- 
changed. 


We quote from 
f.o.b. Chicago: 

Linseed Oil, Raw.—Barrel lots, 89c. 
per gal.; 5 barrel lots, 86c. per gal. 
Oil, Boiled.—Barrel lots, 
po per gal.; 5 barrel lots, 89c, per 
ga 


jebbers’ stocks 


lots, 
extra 


Denatured Alcohol.—Barrel 
58l4c. per gal.; steel drums, 
$6 returnable. 

Turpentine.—Drum 
gal. net. 

White Lead.—100-lb. $13.75; 
50-lb. lots, $7; 25-Ib. $3.50; 
12%-lb. lots, $1.80. 

Shellac.—(4%-lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 

Dry Paste.—Barrel lots, 74c. per Ib. 


PREPARED ROOFING.—No recent 
price changes. The recent open weather 
has greatly prolonged the selling sea- 
son. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.50 per 
square ; best grade talc surfaced, $2.65 
per square; medium tale, surfaced 
$2 per square; light tale, surfaced, 
$1. .20 per square; red rosin sheathing, 
$57 per ton. 


lots, 66c. per 


lots, 
lots, 


PYREX WARE.—The demand is sea- 
sonally active and prices are unchanged. 


We quote from jobbers’ stocks 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 doz.; 


No, 214, $12 doz. 


New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No, 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 


Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 


Tea Pots.—2 oP 3 _ doz.; 4 cup, 
$24 doz.; 6 cup, $28 


Utility Pans.—No. 281, $8 doz.; No. 
232, $14 doz. 


Iced Tea Sets.—$4 per set. 


ROPE.—Manufacturers’ prices are un- 
changed and current sales are rather 
quiet. 


We quote from jobbers’ stocks 
f.o.b. Chicago: No. 1 Manila standard 
brand 23%c. to 26c, per lb.; No. 2 
Manila, 22%c. per 1b.; No. 1 sisal, 
14%c. to 16c, per lb.; No. 2 sisal, 


134%4c. to 15c. per Ib. 


SAWS.—Prices are 
sales are satisfactory. 
We uote from jobbers’ stocks 

f.o.b. Chicago: Circular cord wood, 

20 in., $2.20 to $3; 22 in., $2.64 to $4; 

24 in., $3 to $4.50; 26 in., $3.50 to $5; 

28 in., $4 to $6; 30 in., $4.75 to $6.50. 
SASH CORD.— Manufacturers  an- 
nounce a drop in price, but with cotton 
still high it may be only temporary. 
Jobbers’ prices have also been low- 
ered. 


We quote from jobbers’ stocks 
f.o.b. Chicago: No. 7 standard brands, 
$8.15 per doz, hanks; No. 8, $9.15 per 
doz. hanks. 


SASH PULLEYS.—A satisfactory vol- 
ume of orders is being placed and 


unchanged and 





prices are unchanged. 


We quote from jobbers’ stocks | 
f.o.b. Chicago: Common sash pulleys, 
55c. per doz.; barrels, 50c, per doz.; 





it., $8 each ; No. 31, 6 qt., $8.65 each; 
Ne 35, 8 qt., $9.50 each. 


Common sense, 2 in., 55¢c. doz.: bar- 


rels, 50c. doz.; No. 110, 50c. doz.; 


barrels, 45c. doz. 
SCREWS.—There is an active demand 
at the competitively low prices. 
We quote from jobbers’ stocks 


f.o.b. Chicago: Flat head, bright 
screws, 75-20-35 per cent; round head, 


brass, ee 4-20-35 per cent; flat head, 
brass, 721%4-20- = per cent; round 
head, sana 70-20-35 per cent. 


SKIS.—Sales are fairly good now, but 
will increase with snow and colder 
weather. 


We _ quote from jobbers’ stocks 
f.o.b. Chicago: 5 ft. Norway Pine skis, 
$1.05 per pair; 5 ft. Mahogany finish 
Magnolia skis, $1.60 per pair; 5 ft. 
Northern White Ash, $1.85 per pair. 


SLEDGES AND WEDGES. — Cooler 
weather will bring a better rate of 


sales. Prices are without change. 
We quote from jobbers’ stocks 
f.o.b. Chicago: Striking or black- 
smiths’ sledges, 5 Ib. and heavier, 
10e, — lb.; common wood choppers 
wedges, 7c. per Ib. 


SOLDER AND BABBITT.—Prices are 
unchanged. Orders are in only fair 
volume. 


We quote from jobbers’ stocks 
f.o.b, Chicago: Warranted 50-50 
solder, $38.50 per 100 Ib.: medium 


45-55 solder, $37.50 per 100 Ib.; tin- 
ners, 40-60 solder, $36.50 per 100 Ib.; 
high speed babbitt metal, $20 per 
100 lb.; standard No. 4 babbitt metal, 
$18 per 100 Ib. 


STEEL SHEETS.—Prices are holding 
firm in this market and sales are in 
good volume. 
We quote from jobbers’ stocks 
f.o.b. Chicago: 28 gage galvanized 


sheets, $5.30 per 100 Jb.; 28 gage black 
sheets, $4.20 per 100 Ib. 


STOVE PIPE, FURNACE PIPE AND 
ELBOWS.—Better and heavier grades 
are selling best, but the entire line is 
very active. Prices are firm. 

We quote from jobbers’ stocks 
f.o.b. Chicago: 28 gage, 6 in, Blued 
Stovepipe, 13c. per ft.; 28 gage, 6 in. 
Corrugated Elbows, St 45 per doz.; 
17 in. Galvanized Coal Hods, $4.85 
per doz.; 17 in. Competition Coal 
Hods, $4.35 per doz. 


TOYS.—The indications are for an es- 
pecially good season and many manu- 
facturers are already working double 
shifts in an effort to keep up with the 
orders. 


TRAPS.—Sales are increasingly good 
as the season advances. 
We quote from _ jobbers’ stocks 
a, Chicago: No. 0, $1.10 per doz. 


No. $1.38 per doz.; No. 1%, $2. 14 
per ee No. 2, $3.36 per doz. 


WRENCHES.—Sales are normal and 
prices are firm. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent’ discount. Coes 
wrenches, 40-10 per cent discount: 
engineers’ wrenches, 50-10 per cent 
discount off new list; Stillson 
wrenches, 70 per cent discount: 


Trimo, 65-70 per cent discount. 


Snap-on Wrenches.—Radio =. ani 
electrical sets in metal cases, $2.75: 
No. 101 Master Service Set, $13.75: 
No, 202 Heavy Duty Set, $8.80; No. 
404 Flexible Socket Set, $8.80: No. 
608 Crankcase Drain Plug Socket, 
$3.20; No. 90 Square Socket Set, 
$3.70; No. 1817 Giant “Snap-on"’ with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33%4 per cent 


discount. 
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New England October Jobbing Sales 
in Larger Volume Than a Year Ago 


(Boston office of HARDWARB AGE) 


BOSTON, Nov. 7.—New England shelf hardware jobbers sold more 
merchandise in October than they did in the corresponding month 
last year. The increase in sales, however, was not very large and 
the value of sales was somewhat below last year owing to the dif- 
ference in prices now and then. November is starting well, although 
bookings of orders for winter merchandise have dropped to small 
proportions owing to a temporary spell of real summer weather. 
Jobbers are confident retail interest in such stock will increase 
rapidly just as soon as seasonable weather returns. Current book- 
ings cover a wide range of hardware and kindred lines. Stress is 
placed on the continued free movement of standard lines of hard- 


ware. 


The retail situation appears spotty. 


Some firms are doing a 


rattling good business, while others report a slowing up in over-the- 


counter sales. 
but not excessive. 


Retailers generally say their stocks are well assorted, 
Carryovers of seasonable goods have been small 


during the past two years owing to the conservative buying policy by 
the retail trade. Retailers say collections on charge accounts are 
slow. This fact, together with taxes, has made for slow collections, 


according to the jobbing houses. 


Jobbers’ stocks apparently are 


ample for all requirements. There is practically no back-ordering 


these days. 
ments to jobbers. 


Manufacturers of hardware are making prompt ship- 





AIR MOISTENERS.—Jobbers are hav- 
ing a very good call for air moisteners. 
Silvery colored sell better than gold 
colored. 


We quote from Boston jobbers’ 
stocks: 

Air Moisteners.—Silver colored, $6 
per doz. net; gold colored, $6. 


AXES AND HANDLES.—There is a 
steady although not large movement 
of axes and handles out-of jobbers’ 
stocks. 


We quote from Boston jobbers’ 
stocks: 

Axes. — Standard makes, without 
handles, $14.50 per doz. net. The 
usual extras for weights and handles 
obtain. 

Handles.—Single bit. Woodsman’s 
Pride, 28-in., $7 per doz. net: New 
York, 30-in., $6.40, 32-in., $6.49; Sun- 
flower, 32- in., $4.86. Northern New 
York pattern, Triumph, 30 and 32- 
in. $5.30 per doz. net: Hercules, 30 
a 32-in., $4.76: Success, 30 and 32- 

$4.05; Eagle, 30 and 32-in., $2.97. 
Rec pattern, Triumph, *28- in., 
$5.67; Hercules, 28-in., $5; Success, 
28-in., $4.16. 


BASEBALL GOODS.—Manufacturers 
of baseballs have issued new price 
lists for next season, which show no 
price changes from those quoted here- 
tofore. 

BLANKETS.—Although the weather 
has been unseasonably warm, a sl’ zht 
improvement is noted in the demand 
for robes. The football season is in 
full swing and that fact probably ac- 
counts for current demand. 


We quote from Boston jobbers’ 
stocks: 

Blankets. —Stable, kersey, 76 in., 
1.60 each net; heavy, burlap, 4 =. 
4 76 in., $2.40; 0 in., $2.50; a 


. Street, th to large, i 20 es 
$6.75 each net. 





Robes.—Automobile, plush, coupe, 
= x 70 in., $6.88 each net; London 72 
interlined, $11.50; Newton, 72 in., 
< Wool, 52 x 72 in. , $3 each net. 
Bs ry Fringed, motor, 52 x 72 
$3.50 each net; 54 x 70 in., $4; 54 
: rie’ in., $5.45; 54 x 70 in., $4.85. 


CAPS AND CAPPERS.—Sales of caps 
and cappers continue on a_ liberal 
scale. Indications are jobbers will sell 
more of these than they did in 1926, 
which, it will be recalled, was a big 
year. 

We quote from Boston jobbers’ 

stocks: 
Bottle Crowns.—One gross to the 


carton, 21c, per = a: ten gross 
= carton, 20c.; fifty gross to carton, 


Cappers. —Indestro, No. 1000, $10.80 
per doz. net; Eveready, No. 100, $9; 
©. 1018, $10; No. CB. $21. 
Corks.—Two X tapered No. 5, 70c. 
per bag of 500; No. 6, 75c. ig 90c.; 
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No. 10, $7. oS. 


CLOCKS.—Alarm clocks are going 
very good, say jobbers. Jobbers’ 
stocks are in good condition, con- 
sequently they are making prompt 
shipments. An automobile clock, re- 
cently placed on the market by the 
Westclox people, is enjoying a big sale. 

We quote from Boston jobbers’ 
stocks: 

Clocks.—Westclox line, Ben Hur, 
lain dial, $2.50 each list. In lots of 
ess than 12, $1.75 net; in lots of 12, 
$1.70; in lots of 24, $1.65. Luminous 
dial, $3.50 each net. In lots of less 
than 12, $2.46 each net; in lots of 12, 
$2.38; in lots of 24, $2.32. Automobile 
Clocks, Westclox line, plain eet. $1.76 
each net; luminous dial, $2.46. 


COTTON GLOVES.—Jobbing ‘sales of 








cotton gloves have speeded up notice- 
ably the past week or ten days. 


PB quote from Boston jobbers’ 
stoc 

Gloves. —Work, flannel, $2 to $3.25 
per doz. net; Jersey, $2 to $3.75; 
leather front, $4.50 to $5. 


HEATERS.—All kinds of heaters are 
in demand, with electrical perhaps 
having something of an edge on other 
kinds. Prices are reported as steady 
and unchanged. 


We quote from Boston jobbers’ 
stocks: 

Heaters.—Rome_ upright, copper 
body, nickel top and base, list on 
each. In lots of less than six, 33% 
per cent discount: in lots of six, 35 
per cent a. Universal, re- 
flector iss, 9927, $3.80 each 
net; No. Bs, $450: NO. 9955, $4.85; 
No. 9954, $5. Assortment No. 1 and 
2, ‘of es each $9.50 net the set. 
Polar Cub, No. B90, in lots of less 
than 12, $3. 95 each net: in lots of 12 
or more, $2.75 each net. Portable- 
furnace, Utica, round, -upright, $10 
each list; discount on lots of less 
than three, 30 per cent, on lots of 
three to five, 33% per cent. on lots 
of six or more, 35 per cent discount. 
Simplex, No. 96, Sunbowl Jr. “ 15; 
each list; No. $7, Sunb owl, $7; No. 
98, Sunbowl, $7.50; No. 92, Sunbowl 
De Lux, $8.50. Discount 30 r 
Electric, Ameco, $5.95 each list; = 
count 33% per cent. 


KEGS.—Jobbers have been hustling to 
keep up with orders for kegs. Only 
a short time ago it was necessary to 
back order, but such orders have been 
cleaned up. and jobbers are prepared to 


fill additional requests. 
We quote from Boston jobbers’ 


stocks: 
Kegs.—Fir, 5 gal., $1.30 each net; 10 
gal., 1.85; 15 gal, ea 16; 20 gal. $2.40 


25 0 gal., 

$4. A ge all eis 2 con” 
LAMPS.—Just at the moment there 
appears to be an excellent demand for 
portable lamps. Jobbers’ stocks are 
down to within striking distance of 
the vanishing point, but they expect 
fresh lots from manufacturers within 
the next day or so. 


We quote from Boston jobbers’ 
stocks: 

Lamps. — Portable, brushed ome. 
$1.33 each net; bronze, $1.33; deco- 
rated bronze, $2; decorated bases, $2. 


PYREX WARE.—Optimistic reports 
are issued by jobbers regarding the 
sale of Pyrex ware. At the moment 
there is an exceptionally good demand 
for casserole frames, wanted by the 
retail trade for its Thanksgiving and 


Christmas trade. 

We quote from Boston jobbers’ 
stocks: 

Pudding Dishes.—Oval, No. 032, 1- 
t., 57¢. each net; No. 033, 1%-qt., 
67c.; ; No. 034, 2-qt., 80c. Shallow 
oval, No. 042, 1-at., 57c.; zo. 043, 1%- 
at., 67c.; No. 044, ’2-at., 

Platters.—Well and Wen, No. 372, 
$2 each net. 

Custard Cup.—No. 410, 3-0z., 7c. 
each net. 

Tiles—Round, No. 723, 67c. each 
net; oval, Nos. 733 and 743, 67c.; 
square, No. 753, 67c. 

Frames.—Ca: berole, No. 849, to fit 
Nos. 267 < 622, $1.08 | is net; a 
850, to fit Nos. 268 or 6 $1.2 
849%, to fit Nos. 293 or a8: $1. 50. No. 

to fit Nos. 294 or 633, $1.75. Pie 
plate, 4 fit No. 209, $1. 

















f 
+ 3 
y 








HARDWARE AGE for NOVEMBER I0, 1927 71 





SAWS AND FRAMES.—Some _im- 
provement is reported in the movement 
of all kinds of saws and frames out of 
jobbers’ stocks. 


We quote from Boston jobbers’ 
stocks: 

Wood Saw Frames.—No. 03, $5.85 
er doz. net; No. 50, $6.50; No. 40, 


7.48. 

Blades.—No. 6, 30 in. $5.20 per 
doz. net; 32 in., $5.85; No. 11, 30 in., 
$6; 32 in., $6.65; No. 45, 32 in., $5.50. 

Complete Sets.—No. 150, $12.75 per 
doz. net; No. 150 0 Champion, $13.65; 
ze. Re $15. 55; No. 45, $15.20; No. 111, 


Cross Cut. oe ge Ne Pg oe f., 
4.80 each =. ft., 
6. No. 388, i ft. feb. é . Pd 2.95, 
%, ft., $3. 20." att 379 9, 4% ft.. 1.95, 
tt., "$2.18, 5% ft., $2.39. Disston, 
—— champion tooth, 3 2 fine, 
$2.40 each net; 3 » $2.80; 

i, $3.20; 4% ft., $ i" Four- 
cutter, No. D110, 3% ft., $3.80. Dock- 





ing, No. 196, or in., $23.40 per doz.; 

30-in., $31.2 Two-man  Disston, 

narrow oo champion toothed, 

No. 286, 4% ft., $2 each; 5 os $2. = 

5% ft., $2.45; 6 ft. ss $2.60. 

Toledo, No. 598, 5 ft., $2. 95 eac! 
t., $3.20. 


SHOVELS.—A better demand for 
steel shovels, particularly for furnace 
scoops, also is noted. No change in 
prices is reported. 

WATCHES.—As is to be expected at 
this time of the year, watches are sell- 
ing freely. The retail trade is com- 
menting favorably on a very handsome 
display card issued by the Ingersoll 
interests. 


We quote from Boston jobbers’ 
stocks: 

Watches.—Ingersoll line plain dials, 
$1.02 each net; Eclipse, $1.67; Junior, 
$2.17; Midget, $2.17; Wrist, $2.33. 





With radiolite dials, Yankee, $1.50; 
Two in One, $1.67; Eclipse, $2.17; 
Midget, $2.50; Wrist, $2.67; Water- 
bury Chromium, plain dial, $3.33 each 
net; radiolite dial, $4. New Haven 
line, Tip-Top, plain, $1 each net; ra- 
dium, $1.48; Tip-Top wrist, plain, 
$2.29; radium, $2.62. New Haven, 
95c. Sports timer, $1.65. 


WINDOW GLASS.—Numerous retail 
dealers have found it necessary during 
the past week to replenish stocks of 
window glass. Demand in_ general, 
however, is not as brisk ‘as it was a 
month ago. 


We quote 
stocks: 

Window Glass.—Third quality, sin- 
gle B, 25 Bracket, 90 per cent dis- 
count, 34 bracket and higher, 89 per 
cent. Double B, 25 through 54 
bracket, 89 per cent discount; all 
above, 87 per cent discount. 


from Boston jobbers’ 





Pittsburgh Hardware Prices Show Steadiness 
Despite Lack of Activity—Collections Slow 


(Pittsburgh office of HARDWARP AGE) 


PITTSBURGH, Nov. 8.—Good business is being done in sporting 
goods, but unseasonal weather has cut into the sale of other hard- 
ware items and the good movement of guns, shells, traps and other 
hunting goods is not enough to bring the general total to a point 


where it should be. 


The steel industry is operating at less than 60 


per cent of capacity and there is not enough of a market for coal to 


warrant anywhere nearly a full operation of the coal mines. 


The 


glass industry, another important one in this area, also is finding the 
sledding rather rough. It is doubtful if the year will prove quite 
as good in hardware as last year, because weather conditions have 


been adverse. 


There was hardly any summer this year and the 


fall to date has brought weather that has not been conducive to the 
movement of goods seasonal to that period. Painting materials are 
slipping some in price, but as a general proposition hardware prices 
are showing a good deal of steadiness considering the lack of real 


activity. Collections are slow. 





AUTOMOBILE ACCESSORIES.—The 
kind of weather that creates business 
in tire chains and in alcohol and other 
cold weather radiator protectors has 
not yet arrived and sales are much 
below the average of other years. 
Jobbers quote: 


Alcohol.—In barrel lots, 49c. to 57c. 
per gal. 

Ivo.—In 55-gal. cram, $2.25 per 
gal; 30-gal. drums, $2.30; 3-gal. cans, 


"Tr itne. —Lots of 1 to 9 pairs, 30 per 
cent off list; lots of 10 to 49, 35 per 
cent off list; lots of 50 or more, 40 
per cent off list. 


Freezmeters. — Best, 60c. each: 
good, 45c. 

Hydrometers. — Standard makes, 
65c. each. 


BATTERIES.—Jobbers still report a 
good movement of dry cell radio bat- 
teries. Prices are unchanged as fol- 
lows: 


Broken Unit 
Packages Packages 
$1.0 $0 








No. 6 dry cells, ignition type unit 
packages, — each. 

Flashli igh hts. — No. 935, 94%4c. each; 
No. 950, 9%4c.; No. 790, 1814c.; No. 
705, 28c.; No. 750, 18%4c.; No. 761, 25c. 
salict Shot.—No. 1461, $i. 67; No. 1661, 


BOLTS, NUTS AND RIVETS.—Job- 
bers do not find the demand especially 
active and manufacturers also report 
slow business, since there is very much 
less than the usual demand from the 
railroads and the motor car builders. 
Prices, however, are very firm. 


Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 to 62% 
per cent off list; stove bolts, 75 and 
10 per cent off list; tire bolts, 50 and 
10 per cent off list 

Nuts.—All Bol 60 to 62% per 
cent off list. 

Rivets.—Large, $3.50 base, per 100 
pieces; small wagon and tinners’ 
rivets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Business 
is fairly good, but it could be much 
better without displeasing either manu- 
facturers or jobbers. The latter quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $18.50 per 100 pair; 
3% in. x 3% in., $19; 4 in. x 4 in., 


$30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.: 8 in., $2.95; 10 in., $4.80; 
extra heavy, T, 6 in., $2.30 per doz.; 





8 in., $3.40; 10 in., $5.40; light strap, 
with —) packed one pair in a 
box, $9.60 per 100 pair; 4 in., 
$11. 60: Tight, T, 3 in., $11 per 100 
pair; ‘4 in., $12.60. 

Hasps. —Hinge, without screws, sin- 
gle dozen lots, 3 in., 65c. per doz.; 444 
i, ee; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 


Garage Sets.—Swinging hinges, 10 
in., $3.10 per set. 
GAME TRAPS.—This is one line that 
is showing real life. Trappers evi- 
dently do not wait on the right sort 
of weather for their operations before 
buying the — Jobbers quote: 
Victor, No. 0, $1. re per doz.; N 
$1.38; No. 1 , $2.44; = 2. $3.36: 
jump, No. 0. 1.59 ; No. $1.83; coil 
spring, No. $1. 28; Gibbs, 2- strigger, 


$5 per doz.; yn ‘grip No. 1, $1.8 
No. 2, $3.35; No. 3, $5.50; No. 4, $6.70. 


GUNS AND LOADED SHELLS.— 
Steady demand is reported for guns 
and a really good movement of shells 
is noted. Jobbers quote: 
Pg rr or Nitro Club 12 
3 in. x 1% in., $32.22 per 1000; 
Shilled, $34.17 per 1000, with other 
loads in proportion. 
Guns.—Winchester shotgun, Model 
1912, $37.50 each; Savage, Model 1921, 
Serge each; Remington, Model 17, 
37.54. 


HEATERS.—Fairly active market 
exists for oil and gas heaters. Gas 
heaters are in such variety that it is im- 
possible to list informative quotations. 
Oil heaters sell to retailers from $3.75 
to $6 each, according to size and style. 


HEATING ACCESSORIES.—There is 
still some call for most of the items 
under this heading, but demand gives 
signs of having been largely satisfied. 
Jobbers quote: 


Stove Board.—Square, wood lined, 
24 in., $12.60 per doz.; 28 in., $18 per 
doz.; 30 in., $20 per doz.; 36 in., $29 
per doz.; paper lined, 24 in., $7. 50 per 
doz.; 28° in., $9.50 per doz.: 30 in., 
$10.80 per doz. ; 35 in., $16.20 per doz. 

Stove Pipe and Elbows.—First 
quality nested stove pipe, 3 in., $2.75 
per crate; 4 in., $2.90; 5 in., $3.11; 
6 in., $3.57; 8 in., $4.17; elbows, cor- 
$1.01 per doz.; 4 in., 


rugated, 3 in., 
» $1.42; 7 in., 


$1.13; 5 in., $1.30; 6 in 
$1.95. 

Dampers and Fliue Rings.—Damp- 
ers, 3 in., $1 per doz.; 4 in., $1.10; 
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5 in., $1.20; 6 in., $1.35; 7 in., $2; flue 
rings, 3 in.; $1 per doz.; 4 in., $1.25; 
5 in., $1.90; 6 in., $2.20; 7 in., $2.75. 
Coal Hods. — Galvanized, 16 in., 
ge per dozen; 17 in., $4.75; 18 in., 


Coal Chutes.—Black, 8 ft., $6 each: 
10 ft., $7. 50 12 ft., $9. 

Fire Shovels. —Stamped sheet steel 
japanned, flat handle, 50c. per doz.; 
round handled japanned, 60c. to 
$1.10; galvanized, $1.10. Never 
Break No. 10, $4.25; No. 16, $4.60; 
No. 20, $4.80. 

Furnace Scoops.—No. 150-B, $7.50 
per doz.; No. 80, $4.80; No. 81, $4.20. 

Gas Connections.—Lead, 12 in.. 24c. 
each; 18 in., 28c.; 24 in., 33c.; 30 in., 
38c.; 36 in., 45c. Flexible steel tubing, 
3-ft. lengths, 12c.; 4 ft., 15c.: 5 ft., 
18c.; 6 ft., 22c. C loth inserted tubing, 
5e. per foot. 

Register and Radiator Shields. — 
tegister shields, floor, $12 per doz.; 
wall, $6 per doz.; radiator, sheet steel 
adjustable, No. 1, $4 each; No. 2, 
$4.50; No. 3, $5: No. 4, $5; No. 5, 
$5.50; No. 6, $6, list, subject to deal- 


Prices to retailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2; white lead, 13%c. 
per lb, in 100-lb. lots; 10 per cent less 
in lots of 500 lb. or more and extra 4 
per cent less in lots of a ton or more; 
turpentine, 66c. per gal. in barrel 
lots; raw linseed oil, 11.3c. per Ib. 
in barrel lots. 


ROLLER SKATES.—Rather good de- 
mand is noted for roller skates, which 
jobbers quote: 


Roller Skates. — Union Hardware 
Co. line, No. 2, 70c. per pair; No. 3, 
75c.; No. 10, $1.05; No. 6, $1.55; 
Winslow line, No. 3814 $1. 50: No. 38, 
$1.60; No. 38, rubber- ‘tired, $2.50 per 
pair. 
WEATHER STRIPPING.—Retail hard- 
ware stores and the department stores 
are featuring this item and sales by 
jobbers reflect a good buying response. 


Jobbers quote: 













mand is noted for nails, but. there is 


almost no call for fence and fencing 


materials. 


The mills appear to have 


failed in their efforts to establish nails 
at an advance of 5c. per keg, but this 


has meant no change in resale 


prices 


which have not reflected the nominal 


stocks: 
Fence Wire 
(per 100 Ib.) 


advance made by manufacturers at the 
end of last June. 
We quote from Pittsburgh jobbers’ 


Annealed Galvanized 


| Nos. 6 to 9 gage...... $3.00 $3.45 

ke Pe eee ee 3.05 3.50 
a a eee ee 3.10 3.55 
ee Sa RR 3.15 3.65 
| A . ees <5 3.25 3.80 
ee RT OT aT 3.35 4.00 
| aS aaa Np cag 3.55 4.25 

ae Ye eee iin 3.75 4.45 


Barbed wire (per 80-rod spool): 


ers’ discount of 331% per cent. reg Fae ot ite i gp oe DeQOINt OATEEE «oo csc npn ss t90o% $2.90 
HUNTING CLOTHING.—This is an-| aii felt, No. 18, $2.40 per 100 ft: No. | — dcboint hoe. 2200.0 33 
other good seller in a generally quiet ae — per 100 ft.; No. 20, $3.25 per = | 4-point cattle .....-.....eeee eee 3.10 
market. Jobbers quote: ‘DO | Bieta Woven Wire Fence “(per 100 
Cecth, 4228 to este each: vents, | WINDOW VENTILATORS.—No com-| | Zc 
$1.35 to $2.35 each: trousers, $250 t | Plaint is heard as to the sales of steel | 1047-11 .................-0s0000 $39.00 
$4.50 per pair, window ventilators, which have been | “lee Stee ete eee e eee eee neces is 
LANTERNS.—Jobbers do not yet de- | much desired lately when the houses | = 796-9 121221222.22.2220.I10021 361s 
tect any material subsidence in the de- | have grown too warm with even a | ot Re PRONE, Mine eng es 35.00 
mand for lanterns, which they quote: | small fire in the cellar heaters. Job- | ame ners a 
Monarch lanterns with white globes. bers quote: gS: eee $35.60 
$8 per doz. ; with ruby globes, $10 per No. 01, $4.40 per doz.: No. 02, $4.80; | NO: Baas 22000 AaB 


doz.; Little Giant lanterns with white 
globes, $11 per doz.; with ruby globes, 

3 per doz.; D’Lite, $13 per doz.; 
junior wagon, $17.25 per doz.; Cole- 
man gasoline, No. 327, $5.25 each; 
No. 427, $6. 


been some slipping in demand and also 
in prices of oil and turpentine. 





No. 1, $5.20; No. 2, $5.60; No. 3, $6.40. 
WIRE GOODS.—Prices are expected | 
to be announced soon for next year on | 
screen wire cloth and as soon as they | 
PAINTING SUPPLIES.—There has | 2re out the prices on screen doors and | 
windows will be announced. 


WIRE PRODUCTS.—Fairly good de- 


Steel Fence Posts: 


Galvanized, Painted, 
Tubular Formed 


Tt Seer: a ee ee 
SP 55c. each 38c. each 
BCs iwdstncbwcee 65c. each 40c. each 
iS a ee Serre 45c. each 

Bright nails, base, per keg, $2.85 
to $2.90. 





Bucking the Mail Order House 


Our own John Finnegan chuckled all the way up from 
Asbury Park last week and when he got here he couldn’t 
hold out any longer so he “Ups and kicks in” with the 
following “True Story.” 

It seems that James Brownell, manager of Snyder & 
Robbins, “Hardware Hustlers and Paint Pushers,” of 
Asbury Park, was approached by a customer who want- 
ed to purchase a vise. Mr. Brownell showed him a 
variety of them and after he had chosen the one which 
best suited him informed him that its price was $3.30. 

The customer appeared much surprised, complaining 
that the same vise was procurable from a Chicago Mail- 
Order house for $2.90. “All right,” said the Asbury 
Park live wire, “TI’ll sell it to you at their price, but ON 
THEIR TERMS! Let’s have the $2.90.” The sum 
was readily forthcoming. ‘And now, 25 cents please for 
Parcel Post charges,” continued Brownwell, and that, 
too, was paid. 

“Now, let’s see,” said the merchant, “today’s Wednes- 
(lay—you come back here a week from Saturday and 
I'll have your vise for you.” 

“But,” broke in the customer, “ I want it today!” 

“All right,” said Brownell, “but those are not Mail- 
Order House terms; the price here today is $3.30. In 
addition, the vise is fully guaranteed. You had the 
privilege of choosing it from ten others. It’s exchange- 
able if not suited to your needs. You can take it now, 
or we'll deliver it right to your house free of charge. 
You’re helping yourself by buying it from a neighbor 
who helps to keep down your tax rate and your electric 
and lastly, you're making your town a better 





Reading matter continued on page 74 


town by helping to keep its money ‘in town’!” 
N. B.—Our “Bedtime Story” ends in four small words, 
“He Made the Sale!”—Mas-Back-Talk. 


Paid $1,000 for Being “Too Busy to Read” 


‘The competition for the business man’s hearing time 
has become so acute that many men have let themselves 
almost get out of the habit of reading. Even the jour- 
nals of their industry or profession are wont to pile up on 
their desks because they are “‘too busy” to read them. 

The result is that today hundreds of executives are 
busily making mistakes and overlooking opportunities 
because they are denying their minds and their businesses 
the benefit of the experience and stimulus of other men’s 
ideas and findings. 

This train of thought comes to us as the result of an 
experience of a New York executive last week. This 
man called in a well-known business counsel to advise 
with him on a certain problem in his business. The 
“expert” told him a story of another business in a similar 
line which had worked out the particular problem that 
faced this business. That was all. 

The bill was $1,000, and it was paid cheerfully, for 
it unquestionably pointed the right course. 

That executive does not know that the story he paid 
$1,000 to hear was told in a bysiness magazine that lay 
unopened on his desk even while he was talking with 
the “expert.” And he probably never will discover it, 
for he is “to busy to read.” —E xchange. 
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The Remington Weekly Letter 


Our Advertising for 1928 


OU will admit that in the past, in adver- 

tising, we have done some beautiful 
and artistic color work. Our advertise- 
ments have been very much admired, but 
the writer is frankly of the opinion that if 
the name of some competitor had been 
pasted on the ad over ours, the advertise- 
ment would have done just as well for our 
competitor as for us. In other words, at a 
very large expense, we have been adver- 
tising the great out-of-doors and hunting 
for the general benefit of the entire arms 
and ammunition industry. 


All right! All this water has gone over 
the dam, and, no doubt, the public know 
the name “Remington.” 


Next year, we plan to do our advertising 
somewhat differently. There will not be 
so many lovely and expensive back covers 
in colors. But there will be a great many 
more smaller ads, in many different publi- 
cations, with SELLING TALK. We will 


not be so artistic, but quite a bit more com- 
mercial. We propose to give the trade 
and consumers more information about 
our lines and many more good and suffi- 
cient reasons why our goods should be 
bought instead of others. 


The backbone of our advertising cam- 
paign will be to consumers. We love the 
jobber, and we love the retail merchant, 
but we also love the consumer, who buys 
our goods. We realize that he is a very 
important factor to all who make, dis- 
tribute or sell merchandise. Don’t you 
know, just for us to sell the jobber, and for 
the jobber to sell the retailer, gets us no- 
where at all, unless the consumer comes 
into the retail store, calls for our goods, 
pays for them and carries them away. 
Therefore, in my opinion, the consumer in 
this country is the “boss” of the whole 
show, and in our advertising campaign for 
next year, we are going to play up to the 
““boss”’ just as strong as we know how. 


A Parrs22, 


President 


REMINGTON ARMS COMPANY, Ine. 


25 Broadway, New York 


Bowling Green 3392 


We have had a number of requests for reprints of these News Letters, to be distributed 


to salesmen and others. 
upon request. 


We shall be glad to supply any of our customers with copies 
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Cincinnati Jobbers and Retailers 


Enjoying Brisk F all Trade 


(Cincinnati office of HARDWARE AGB) 


CINCINNATI, Nov. 8.—The hardware jobbing trade in this terri- 


tory has held up remarkably well in the past two weeks. 


Total 


sales in October exceeded those in the same month of 1926 by a 
slight margin, and indications are that business will continue to be 
good during the remainder of the year. 

While the mild weather in the last month had a tendency to slow 
down the movement of seasonal items, such as stove pipe and elbows, 


many fall commodities have had a liberal] run. 


goods have been maintaining activities on a normal scale. 


The price situation is considered favorable. 


Furthermore, staple 


Quotations on almost 


all items are firm and jobbers are of the opinion that few changes 


will occur until after the first of the year. 


likelihood of a reduction in prices at that time. 
Retail trade in the past month has been fairly brisk, and collec- 


tions have been moderately good. 





AUTOMOBILE ACCESSORIES. 

—Business has been fairly good in the 

past two weeks. The demand for tires 

and tubes has held up well, and sales 

of winter goods are beginning to be 

made. Prices have not been disturbed. 
Lt de quote from Cincinnati jobbers’ 


stock 
Tires: sexe 29x4.40 
COP BtRRe. 2ccccccess $5.0 $6.30 
Medium BES sacvvise $10 7.55 
BPR HD bias ccssnesee 8.75 9.65 
Tubes: 
Cheap grade .......... 1.00 1.25 
Medium ek, scasouna ys 000 
Best STAGS cccccccscces 


45 1.85 
Heaters.—Arvin Ford a $1.15 
each; Ford hot spot, $4 each; Ford 
er con os $6; Ford zipper heater, 
Chains. p35 per cent off for less 
than 12 pairs; 40 per cent off for 12 
pairs or more. 
Anti-Freeze Preparation.—Eveready 
Prestone in half gallon or gallon cans, 
$3.60 per gal. 


BOILER LIQUID.—There has been no 
change in this commodity. 


We quote from Cincinnati jobbers’ 
stocks: 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1.90 per 
dozen. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 dozen cans to a car- 
ton, $4.50 per dozen. 

Hercules boiler liquid, quart cans, 
$2.25 each. 

BOLTS AND NUTS.—Sales have been 
only fair at best, and prices have not 
changed. 
We quote from Cincinnati jobbers’ 
stocks: 
Cut-thread carriage and machine 
bolts, 60 per cent off list; rolled- 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 80 per cent off list; square 
— and tap nuts, 60 per cent off 
ist. 
BUILDERS’ HARDWARE.—A con- 
tinuation of good business is reported 
by local jobbing houses, while quo- 
tations on all items are firm. 

M.-F quote from Cincinnati jobbers’ 

Sash Weights.—Sash weights, $1.75. 


Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 


DENATURED ALCOHOL.—The mild 
weather has militated against sales of 





this commodity, but a betterment 


Indeed, there is little 


expected in the next week. Prices are 


steady. 
We quote from Cincinnati jobbers’ 


stoc 

Denatured alcohol in 52-gal. drums, 
58c. per gal.; in lots of three drums, 
52c. per gal.; in 10 one-gallon lots, 
74c. per gal.; in gallon cans, 75c, per 
al. A charge of $6 for each drum 
s made, but this amount will be re- 
bated when the empty drum is re- 
turn 

Ivo diator glycerine, $2.25 per 
gal. for 55-gal. drums; $2.30 per gal. 
for 30-gal. drums; $2.45 per gal. for 
3-gal. cans. 


DRAIN PIPE CLEANER.—There has 


been no substantial change, orders 


in 


the last two weeks having been mod- 


erate in volume. 

We quote from Cincinnati jobbers’ 
stocks: 

Economy bong drain pipe clean- 
er, $2 per doz. 1-lb. cans. Same in 
2-ib. cans, $3.90 per dozen. The 1-Ib. 
size is packed one, two and three 
dozen to a carton., The 2-lb. size is 
packed in one and two dozen cartons. 


FILES.—A normal movement of files 


is reported by Cincinnati jobbers. 
We quote from Cincinnati jobbers’ 
stocks: Black Diamond files, 50 off 
fist; Keystone files, 70, 10 and 5 off 


FIRE SHOVELS.—Retailers have 
plenty of stock on hand to meet the 


needs of their customers. 


We quote from Cincinnati jobbers’ 
stocks: 

No. 80, 56c. each; No. 56 galvanized, 
95c. each; No. 9, $1.50 each; No. 11, 
$1.65 each. 


GAME TRAPS.—Business continues 
be fairly good in this commodity. 


We quote from manufacturers 
stocks, f.o.b. factory: 

Two-Trigger game trap, $5 per 
doz.; 15 doz. per barrel; Single Grip 
No. 1, $1.88 per doz., 35 doz. per bar- 
rel; Single Grip, No. 2, $3.35 per doz. 
18 doz. per barrel; Single Grip No. 3, 
$5.50 per doz., 15 doz. per barrel; 
Single Grip, No. 4, $6.70 per doz. 10 
doz. per barrel. 


JUVENILE VEHICLES.—The fall 


season is turning out to be normal 
respect to sales. 


We quote from Cincinnati jobbers’ 
stocks: 


in 
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Scooters. "aa 109, $2.90 each; No. 
110, $3 eac 
Sideweike “Cycles. —wNo. 11, $11.50 
each; No, 12, $12.75 each. 
Veiocipedes. — No. 6E, $2.90 each; 
No. TE, $3.30 each; No. 46, $7.40 each. 
LAMPS.—Sales in the past two weeks 
have been the best of the year. 


We quote from Cincinnati jobbers’ 
stocks: 

Quick Lite gasoline lamps, C317, 
$7.40 each; C329, $6.25 each; C318, $7 


each; C324, $7 each; Quick Lite lan- 
terns, L327, $5.25 each; L427, $6 each. 


RADIO BATTERIES.—Orders _re- 
ceived by local jobbers have been fairly 
liberal, and prices are showing sta- 


bility. 

We quote from Cincinnati jobbers’ 

stocks: 
Less than 
Unit In Unit 
Packages Packages 

Batteries Each Each 
° Se See e $0.40 $0.35% 
“B’ aoe ee: 1.05 0.97 
ay Tete, | a 1.22 1.14 
: Soe | 1.40 1.30 
— eee 1.40 1.30 
+ ee | UR 2.27 11 
ey Soe ee. ee 2.6 44 
“E,’’ “INO; Tees. .<03 3.40 3.17 
“5,” Wo. 2in08.... 3.58 3.33 
me, Sagem ae 0.28 0.26 
os ge eR 0.42 0.39 
eS, Sale MOUs ca5% 0.5 : 7 
Se “J -"; Lacetchiy 


Maen 1,22 
—Nos. 5156, 5308, 2308, 10308, 
21308. °5360, 5540 and 5156 are in unit 
packages of 56. Nos. 4156, 2156, 2158 
and 2370 are in unit packages of 10. 
No. 6 is in a unit package of 50. 


REGISTER SHIELDS.—This is the 
season of the year when this com- 
modity is in the greatest demand. 


We quote from Cincinnati jobbers’ 
stocks: 

Gem copper floor register, $12 per 
doz.; Gem copper wall register, $6 
per doz.; Star japanned floor register, 
$10 per doz.; Star japanned wall 
register, $5.20 per doz. 


ROLLER SKATES.—Sales have been 
about normal for the fall season. 


We quote from Cincinnati jobbers’ 
stocks: 
Nos, 4 and 5, $1.45; No. 6, $1.55. 


ROOFING MATERIAL.—This com- 
modity has held up well during the 
past month, but activities have fallen 
off materially in the last few days. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light standard, 
$1.10; medium standard, $1.35; heavy 
standard, $1.60; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 
fast, $1.90; K red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half-barrel lots, 27c, per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib., 12c.; in 5-lb. cans, 944c. per Ib.; 
in 10-lb, cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5-lb. cans, 12 cans to the 
box, 8%c. per Ib.; in 10-lb. cans, 6 
cans to the box, 7%c. per Ib. 


SCREWS.—Business has been of fair 
proportions in this item. 


R.. 5 quote from Cincinnati jobbers’ 
stoc 

Flat head bright, 85, 20, 10 and 5 
off list; round head blue, 85, 20 and 
5 off list; flat head brass, 85 and 20 
off list; ‘ound head brass, 85 10 and 
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Parallel Sliding Doors are often the best solution 
to a garage door problem. For the multiple-car 
garage they are particularly practical, sliding par- 
allel on two or three tracks, all the hardware being 
protected, no weather strip being necessary. This 
is a popular type of R-W garage door hardware, 
ideally suited to various doorway conditions. 


YIM ‘Ss 





























Slidaside: Here is the correct door hardware for 
garages not deep enough to fold the doors inside. 
Slidaside equipped doors slide around the corner, 
flat against the wall. They can be used for two- 
car garages by sliding to both walls, regardless of 
the distance from jamb to wall. 

Both Slidaside and Slidetite equipment provide 
for an entrance door — no separate entrance is 
needed. 














Hardware for every modern 


DooR-Way 


BUILDING is no more useful than its doors. What- 

ever your doorway problem may be, it can be solved 
with R-W hardware, exclusive designs perfected by R-W 
door engineers. 


Take garage doors, for example — three typical conditions 
are pictured on this page. The large illustration shows a 
large garage whose doors are hung with R-W Slidetite hard- 
ware. Not only are the doors protected from all effects of 
weather, by opening inside, but there is no center post — 
the passageway is wide, clear and unobstructed. 


Garage doors that open out invite trouble. Not so with 
Slidetite equipped doors which slide and fold snugly back 
against the wall. Wind cannot blow them shut; ice and 
snow cannot impede their smooth, quick,easy performance. 
None of the hardware is exposed to the ravages of damp 
weather. Slidetite adjustments take care of all door swelling 
and shrinkage. Doorways with 2 to 10 doors and up to 30! 
wide can be equipped with Slidetite hardware. 


Every single doorway need can be met with R-W hard- 
ware, the largest and most complete line manufactured. 
Have no hesitation in telling us your problems, and we will 


gladly make recommendations to help you. 
* @ ; 
1cnardas-Wiicox’ 0 
e 
“A Haneer for any Door that Slides. 
New York - AURORA, ILLINOIS, U. is A. . . . Chicago 
Boston Philadelphia Cleveland Ci lis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Los ee — Francisco Omaha Seattle Detroit 
Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 
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5 off list; round ag nickel-plated, 
85, 10 and 5 off list. 


STOVE PIPE AND ELBOWS.—Trade 


STOVE BOARDS.—In this commodity 
also business has been fairly liberal. 


We quote from Cincinnati jobbers’ 


remains at a fairly good level. and stocks: 
prices are firm. | ms mapee-t ined Sport teers. ie F; 
n per doz x n 
Fs from Cincinnati jobbers’ per doz.; 35 x 35 in., $14.25 per doz. 
Wood-Lined Stove Boards.—24 x 


Stove Pipe.—29 gage, u. c. crated 24 i $11.15 dos.: $0 30 i 
pipe, 4 in., $9.75 per “100 joints; 29 Pies ae ee nee te = 
gage u. c. * crated pipe, 6 in., $11.75 $18 per doz.; 36 x 36 in., $25 per doz. 


100 joints; 2 
-+ nly 3 a mv 2 per 100 fointer 38 WEATHER STRIPPING.—Sales have 





gage u. c. crated pipe, 6 in., $12.25 continued to be good in the past two 
per 100 joints; 28 gage u. c. crated weeks 
vibe. 7 in., oe 75 Ld 100 jdints. ; 

Elbows.— bows, 4 in., $1.05 We quote from Cincinnati jobbers’ 
per doz.; 6 in., $1. 2 per doz.;. 7 in., stocks: 
$1.65 per doz. Wood and rubber weather strip- 


Northwest Trade Increasmg— 





(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, Nov. 7.—With the coming of cooler weather mer- 
chants in all lines are beginning to feel the call for late fall and 
winter merchandise. Stocks are ready for the trade, and have 
been for some time, awaiting the change in the weather which fore- 
casts real winter’s approach. Clothing and coal men especially 
have been complaining about the lack of public interest in their 
lines. Hardware dealers are looking carefully to their cold 
weather stocks and rearranging their stores to give these stocks 
more prominence. 

Radio is receiving more attention than in previous years. More 
hardware men are aroused to the importance of this line as a regu- 
lar addition to their stocks. Many of the hardware stores in the 
larger trade centers are carrying a full line of radio and equipment. 
Other hardware merchants have added radio this year, having 
found that it is a profitable line. 

Trade is still showing signs of increase in general. Farmers are 
marketing their crops to a certain degree, and returns from the 
crops are beginning to flow to the merchants and to clear away some 
of the accumulated indebtedness. 

Prices are unusually steady and firm. Very few changes have 
been made in several weeks, and there are no indications at present 
of any alteration in them. 


Sees CRIS RE 





AUTOMOBILE TIRES.—Demand con- | BOILER LIQUID, TILE CLEANER 
tinues steady and fairly good. Stocks | AND RADIATOR STOP LEAK.—Sales 
are ample for the call, with prices un- | are good, with stocks ready for the win- 


changed. ter demand. Prices have not changed. 
We quote from _ jobbers’ stocks, ’ 
f.o.b. Twin Cities: Mansfield tires, 30 t Om — , from a rare 
x 3% Liberty. cord, 3 60: heavy duty .o.b. Twin Cities: ; ercules tile an 
oversize, $8.75; 32 4 Liberty cord, porcelain cleaner, $2 doz. less than 
$11.15; heavy "anty oversize, $14.50; gross lots and $1.90 doz. in gross 
balloon size, 29 x 4.40, $9.65; 30 x lots; Hercules Radiator Stop Leak, 
ro eg eae peeve. ny DE =f aa: es 8 oz. cans, 1, 2 and 3 dozen cans to 
n tubes x x the carton, $4.50 dozen; Hercules 
DE ag cf Ree pw ~¥ erie in boiler compound, quart cans, $2.00 
$2.95; 4 EV! 5.25, $2.70; 32 x 6, $3.20: each, 


52x 30, $270 each net. _ | BOLTS.—Sales are fairly good, with 
AXES.—Call for axes shows some im- | stocks well filled. Prices show no 
provement in the last few weeks. Stocks | changes. 


are ready for the winter trade, and 
We quote from jobbers’ stocks, 


prices are firm. f.o.b. Twin Cities: Carriage and ma- 
We quote from jobbers’ stacks, chine bolts, all sizes, 60-5 per cent; 
ee ee ne B cme say pit — stove bolts 75-10 per cent; and lag 
we axes, ouble se , 60 r cent from standard 
weight, $21.60; Plumb Dreadnaught, a0 tla, 


single bit, unhandled axes, $14.50: 








ping, No. 1, $17.25 per 1000 ft.; No. 
1%, $24 per 1009 ft.; No. 4, $34.50 per 
1000 ft.; No. 7, $41 per 1000 ft. 
Wood and felt weather stripping, 
No. 71, $19.50 per 1000 ft.; No. 71%, 
$27 = 1000 ft.; No. 75, $46.50 per 
1000 ft. 
| All rubber weather etek: No. 
9, $2.10 per 100 ft.; No. 10 5 per 
100 ft.; No. 11, $3. 55 per 10" ft. 


WINDOW VENTILATORS.—Orders 
have been of fairly good proportions. 


We quote from Cincinnati jobbers’ 
stocks: 

No. 02, $4.80 per doz.; No. 2, $5.60 
per doz.; No. 3, $6.40 per doz.; No. 
4, $7.60 per doz. 





Prices Are Unusually Steady 


is keeping up well, encouraged by mild 
and fairly clear weather conditions up 
to the present time. Operations out- 
‘side of the larger centers continue to 
hold first place, although there is a 
very fair demand for finishing hard- 
ware in the large cities also. Prices 
are firm as last quoted. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: 3% x 3% steel 
butts, old copper and dull brass fin- 
ish, 19c. pair, in less than case lots, 
18c, pair in case lots; 4 x 4 steel, 
butts, old copper and dull brass fin- 
ish, 26c. pair in less than case lots, 
25c. pair in case lots; broad bevel 
steel inside sets, old copper or dull 
brass finish, one piece knobs, less 
than case lots, $7 doz. sets, case lots, 
$6.75 doz. sets; steel bit-keyed front 
door sets, $1.60 per set; wrought 
brass outside trim, bit-keyed front 
door sets, $1.85 per set; cylinder 
front door sets, $6.50 per set. 

Light plain strap hinges, 3-in., 56c. 
doz. pair; 4-in., 75c. doz. pair; heavy 
plain strap hinges, 4-in., 93c. doz. 
pair; 5-in., $1.22 doz. pair; 8-in., $1.56 
doz. pair; light plain tee hinges, 3-in., 
62c. doz. pair; 4-in., 78c. doz. pair; 
heavy plain tee hinges, 4-in., $1.06 
doz. pair; 5-in., $1.20 doz. pair, 6-in., 
$1.40 doz. pair; 8-in., $1.95 doz. pair; 
extra heavy plain tee hinges, 4-in., 
$1.28 doz. pair; 5-in., $1.58 doz. pair; 
6-in., $1.89 doz. pair; 8-in., $2.83 doz. 
pair; 10-in., $4.53 doz. pair net. 


CHAIN.—Sales are steady, with fair 
volume. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Log chain, 4 x 14, 
$13.85; % x 14, $10.90; % x 14, $10.15; 
Proof coil chain, 4 in., $12; % in., 
$8.90; % in., $8.30, and % in., $9.85 

- cewt., net. 


COAL HODS.—Demand is growing 
with the approach of winter. Stocks 
are ready for the call, and prices are 
firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 
coal hods, 17 in., $3.35; 18 in., $3.85; 
japanned funnel, 17 in., $4.30; 18 in., 
$4.90; galvanized open, 17 in., $4.65; 
18 in., $5.40; galvanized funnel, 17 in., 
$6; 18 in., $6.80 per doz. net. 


DAMPERS.—Sales are fairly good, 
with ample stocks on hand. Prices 








double bit’ $19.50; handled single bit. . jnine 
$19.25: bit, $1 sit! fotos ver dee net, | BUILDERS’ HARDWARE.—Building 
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Like Good Tools Sold to Carpenter Customers 


Buy the new Speed Wagon Junior as a car- 
penter buys: tools from you—for permanent 


profit and satisfaction. A Speed W. 

? X ee agon 
Like a good tool, the new Speed Wagon Junior 5; Every Trucking Nand 
will give you extra years of money-making JUNIOR 
service. It will do its job better —because it Saditinammetnniten 


has the six-cylinder speed, quicker accelera- eect 


tion and surer braking you need to beat mod- — 
° ° ° Capacity up to two tons 
ern traffic and widen your possible delivery Chassis, $1645 


zone. Its strength and sturdiness earn more STANDARD 
for the hardware man who is tired of paying —_ Capacity up toa ton and a half 
in 2 wheelbases at $1345 and $1445 


scores of minor repair bills on trucks not 
HEAVY DUTY 


fitted for their jobs. ida 
: veniam 
F Be sure to try out Steed Wagon Junior Siesiaeiieh hematin 
B REO MOTOR CAR COMPANY, Lansing, Michigan Prices at Lansing 


Wheel Brakes 


AGON 


for faster, surer, easier, cheaper hauling 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron, 6 in., 
wood handle dampers, $1.40, and cast 
iron, coil handle 6 in., $1.20 doz., 
net. 


DRAIN PIPE CLEANERS.—Demand 
is steady and good. Stocks are well 
filled, with no change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Economy Plumber, 
drain pipe cleaner, 1 lb. cans, $2 per 
doz. ; 2 lb. cans, $3.90. The 1 Ib. size 
is packed 1, 2 and 3 dozen to the car- 
ton and the 2 Ib. size is packed 1 
and 2 dozen to the carton. 


EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Call shows some 
signs of decrease, although sales are 
still good. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, 
28-ga., 5 in, S. B., slip joint, in 
crates, $5.50 per 100 ft.; conductor 
pipe, 28-ga., 3 in., in crates, not 
nested, $5.40 per 100 ft.; 3 in., $1.73 
doz. net. 


FIELD FENCE.—Demand has _ been 
and still is good. Prices are steady 
and firm. 


We quote from. jobbers’ stocks, 
f.o.b. Twin Cities: Field fence, 10-ga., 
top and bottom 13-ga. intermediate, 
6 in. stay, 26 in., $27.93; 32 in., $32.40; 
39 in., $52.95; 47 in., $59.74 per 100 
ft. 


GALVANIZED WARE.—Garbage and 
ash cans, and tubs are leading in in- 
terest at present. Dealers have their 


stocks ready for the call. Prices are 


unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25; No. 2, $8; 
No. 8, $9.25; heavy tubs, No. 1, $12.60; 
No. 2, $13.80; No. 3, $15; standard 
10 qt. pails, $2.55; 12 qt., $2.90; 14 
qt., $3.25; stock pails, 16 qt., $4.70; 
and 18 qt., $5.50 per doz., net. 


GLASS AND PUTTY.—Demand is 
very good, with dealers keeping a close 
watch on their stocks. Prices are firm 
as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: A grade window 
glass, single and double strength, 
Minnesota prices, 87 per cent, and 
strictly pure putty in 50-lb. contain- 
ers, $4.85 cwt., net. 


HAMMERS AND HATCHETS.—Call 
is fairly good, with ample stocks in 
dealers’ hands. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. 11% 
nail hammers, $12.60; Plumb No. 
HF81, $12; Plumb No. HF145, $6.12; 
Riverside, No. 611%, $12; Plumb 
broad hatchet, No. 2, $16.40; shing-~- 
ling, No. 2, $12.50; Claw, No. 2, $13.75 
doz, net, 


LAMPS AND LANTERNS. — Sales 
show the influence of short days, and 
have increased rapidly. Prices are 
firm as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, No. 2, $13 
doz.; No. L327 Coleman lanterns, 





$5.25; No. L427, $6; No. C329 lamps, 
$6.25; No. C318, $7; No. C713, $7.40 
each, net. 


OIL HEATERS.—Trade shows a steady 
call for oil heaters, although the first 
“edge” is off the demand. Prices are 
unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect Oil 
heaters, No. 12, $5.50; No. 15, $7; No. 
016, $8.25; No. 0190, $10.50; No. 151, 
$7.50; No. 0161, $8.75; No. 0191, $11; 
No. 505, Giant, $11.25; No. 605, $12.75 
each, with discount in quantities less 
than ten, 30 per cent; ten or more, 
30-5 per cent. 


PAINTS AND WHITE LEAD.—De- 
mand for outside paints is beginning 
to lag somewhat. Interior decorating 
materials are selling fairly well. Prices 
are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $2.55 per gal., in 1-gallon 
cans; second grade house paint at $2 
per gal., in 1-gallon cans, and white 
lead in 100-lb. containers at $12.48 
ewt. 


PUMPS.—Sales show a fair volume, 
with stocks heavy enough to meet the 
call. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming No, 440 
plain spout windmill force pumps, 
6-in, stroke, $6.85; adjustable stroke, 
$7.50; No. 495 Underground discharge 
windmill force, adjustable stroke, 
$14.35; No. 415, $14.65; No. 103, hand 
lift, 6-in. stroke, $14.25; No. 182 hand 
lift, 6-in. stroke, 6-ft. set length, 
$5.25 each, net. 


REGISTERS.—Demand is very good, 
with stocks ample. Prices are steady 
as last quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent, and wrought steel 
registers, 40 per cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—There is a good demand 
for this line, with ample stocks on 
hand. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Floor register 
shields, $12 doz.; wall, $6 doz., and 
sheet steel adjustable radiator 
shields, $2.67 to $4.37 each, net. 


ROPE.—Sales show a good volume, and 
stocks are well filled. Prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 254c. lb., base, and best 
grade sisal rope at 17c. lb., base. 


SCREWS.—Call is steady and good. 
Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 85 per cent; flat head 
japanned, 70-20 per cent; round head 
blued, 80-15; flat head brass, 80-10; 
and round head brass, 75-20 per cent 
from lists. 


SKATES.—Dealers are getting their 
ice skates into a prominent place and 
preparing for a good year in skate 
sales. The tube type of skate continues 





to grow in popularity with all ages of 
skaters. Prices are firm as quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Plain steel roller 
skates, 75c. pair; Speed King, boys, 
$1.35 pair; girls, $1.40 pair; ice 
skates, Nestor Johnson, North Star, 
aluminum finish, $7 pair; nickel 
finish, $8 pair; Union, No. 5%,- 89c. 
pair; No, 07, $1.07 pair; No. 424%L, 
$1.93 pair; No. 524144, $1.27 pair; No. 
524%4L, $1.55 pair; No. 1624, 84c. pair; 
No. 5624, $1.12 pair; No. 662%, $1.44 
pair net. 


SNOW SHOVELS.—Retail sales have 
not yet started, but stocks are in place, 
and dealers are waiting the coming 
sales. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Bonanza wood 
snow shovels, $17.40; steel blade, 
straight handle, $4.15; galvanized 
steel blade, 15% x 17, D handle, $10, 
and same, 16 x 21, $10.65 doz., net. 


SOLDER.—Demand is fair, with stocks 
well filled. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 374%4c. 1lb.; and war- 
ranted half and half solder, 38%c. Ib., 
net, in 100-Ib. lots. 


STEEL SHEETS.—Sales are steady 
and fair, with prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.). 


STEEL GAME TRAPS.—The opening 
of the trapping season approaches and 
dealers are ready for coming sales. 
Prices are firm as last quoted. 

We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Victor game traps, 
No. 0, $1.10; No. 1, $1.38; No. 1%, 
$2.44; No. 2, $3.36; Oneida, jump, 
No. 0, $1.54; No. 1, $1.83; No. 1%, 
$2.81 doz., net. 


TIN.—Call is fair, with stocks well 
filled. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke tin 
ICL, 20 x 28, $14.50 box, and roofing 
tin, IC, 20 x 28, 8-lb. coating, $15.50 
box, net. 


WIRE.—Fence wire still is selling well. 
Dealers are watching their stocks care- 
fully to grade down for the end of the 
season. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
wire, $3.09 per 80-rod spool; gal- 
vanized hog at $3.30 per 80-rod spool ; 
special galvanized hog (14 ga.), $2.47 
per 80-rod spool; smooth black iron 
wire, No. 9, $3.10 cwt., and smooth 
galvanized wire, $3.55 for No. 9 net. 


WRENCHES.—Demand is steady with 
fair volume. Prices are still un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call long sleeve nut, 10 in., 
$1.70; 12 in., $2.06 15 in., $2.75 each, 
net, 
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Hee EHIND every vehicle bearing 

ae the Joy Toy trademark stands 
the reputation of this great insti- 
tution with its hundreds of master 
craftsmen. 





With its vast and unlimited resources, 
what an opportunity it has to produce 
merchandise of unexcelled quality! How 
quickly it feels the pulse of the public, 
and is able to give Young America the 
novel innovations which it constantly 
demands and which is really the life of 
the children’s vehicle business. 


Joy Toy merchants have the satisfac- 
tion of knowing that every Joy Toy 


Sty- PYG (50. 


ELKHART, IND. 








The Institution hehind the Joy lov Line/ 


J) monument to Quauty and STYLE LEADERSHIP 


vehicle is built to meet a definite and 
unvarying quality standard. That is why 
their business grows steadily year after 
year—it is built on the rock foundation 
of QUALITY—not price. Yet they are 
able to outsell so-called price competi- 
tion because they give values that are 
genuine. 


Sidway-Topliff dealers can sincerely 
say to their customers that every Joy Toy 
vehicle will make good or they will. For 
behind them is the institution pictured 
above—it is theirs to serve them and 
help them prosper. Won’t you join this 
happy family? Just say “Joy Toy” to 
your jobber. 


TORONTO, CANADA 


General Offices: 
WASHINGTON, PENNA. 


PERMANENT DISPLAY ROOMS 
Fifth Avenue Building, New York City 


American Furniture Mart, Chicago 
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New York Jobbers Urge Retailers to Consider 
Needs on Sleds, Snow Goods, Ice Skates, Ete. 


NEW YORK, Nov. 7.—Hardware jobbers are busy in this territory 


but continue to complain that individual orders are too small. 


They 


are urging retailers to give more consideration to highly seasonal 


winter goods, particularly ice skates, snow goods, sleds, tree lighting | 


outfits and other active winter numbers which usually are very 


searce after the first snow fall in this section. 


the dealers indicate their probable requirements in advance: there 
will probably be an acute shortage when these goods are needed for 


the consumer. 


Carry over retail stocks in these lines are said to be 


light, which will aggravate the situation should there be any short- 


age in high season. 


Staple goods and a few specialties as noted in this report are | 
Fall goods started off fairly good, but con- 


having an active call. 


tinued warm weather has retarded a normal development of demand 


for such items as stove sundries. 


With the exception of the prices on sash cord there are practically 


no price changes reported in this section. 


age fair. 


Local collections aver- 





AXES.—Normal demand is reported 
at firm prices. Local stocks are ade- 
quate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Axes, Jersey pattern, o% to 4% 
Ib., $1.824%6 each; 4 to Ib., $1.88 
each. Box lots extra 5 one cent. 
New England ——s 3 to 4 
$1.77 each; 4% lb., $1. gag 
each. Dayton pattern, ig to 4% I|b., 
$1.821%4 each; 4 to 5 $1:88 each. 
Box lots of Dayton seaee 5 sae? cent. 
Rockaway pattern, 3 4 
$1.814% each; 3% to 4% "ie, $1. 87 
each, and 4 to 4% Ib., $1.92 each. Box 
lots extra 5 per ce ent. 
Bag fi s axe, $1.14 each; box lots ex- 
a5 per cent. Boy Scout axe, with 
sheath, $1.181%4 each; box lots extra 


5 per cent. Boy Scout axe, without 
sheath, $1 each; sheath only, 16% 
cents each. 


House axe, $1.11 each; box lots 5 
per cent extra. 


N. B.—There are six axes to a box. 


BATTERIES.—Steady demand _ con- 
tinues particularly for radio batteries. 
Prices are very firm, and local stocks | 
are apparently satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Dry cells, No. 6, ignition free: 
aie. No. 7111, same type, 35%4c. 


eac. 

B batteries, No. 767, $2.62 each; in 
units of 5, $2.44 each; No. 772 (ver- 
tical type), $2.62 pon in units of ! 
$2.44 each; heavy duty vertical type, 
No. 770, $3. 40 each; in units . f 
Layerbilt. No. 486, $3. 
each; units of 5, $3.33 each. 


BOILER LIQUID, ETC.—Demand is 
normal with prices unchanged. Stocks 
are ample. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1.90 per 
dozen. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 dozen cans to a car- 
ton, $4.50 per dozen. 

Hercules boiler liquid, quart cans, 
$2.25 each. 


BOLTS AND NUTS.—Consistent de- 
mand at uniform prices. Stocks are 
reported adequate. 





| 


| 
| 
| 


| in this section. 


IOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Carriage bolts, % x 6 and smaller, 
50 and 10 off list. Larger, 50 per cent 
off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 
50 off list; larger to 1 by 30, 45 per 
cent off list; 1% to 1%, 30 off list. 
Coach screws, % by 6 and smaller, 
50 and 10 off list. Larger, 50 off list. 
Step bolts, 50 per cent off list. 


CARPET SWEEPERS.—Sale is steady 
Heavy holiday demand 
| expected shortly. Prices are un- 
| changed. Stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 
Carpet sweepers, Standard, $3 each; 

Universal japanned, $3.50 each; Uni- 


versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 
each; Elite, $5 each; Princess, $4.17 
each, and American Queen, $4.50 
po Sterling, $2.10 each. 


| CLOCKS. —Present demand is very 
good. Sale expected to increase con- 


| siderably when Christmas buying be- 


| 
| 


} 
| 
| 





gins. 


Local stocks are good. Prices 
are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Alarm clocks, Big Ben, broken lots, 
2.29; dozen lots, $2.21; 2 dozen lots, 
$2.15; same luminous, broken lots, 
$3.16; dozen lots, $3.06 and 2 dozen 
lots, $2.97. Baby Ben and Baby Ben 
luminous take same respective prices. 
Ben Hur, broken lots, $1.76; dozen 
lots, $1.70; and 2 dozen lots, BD; 
same luminous, broken lots, $2.46; 
dozen lots, $2.38, and 2 dozen lots. 
$2.32. 

Black Bird, 
lots, $1.76; dozen 
dozen lots, $1.65. 


luminous dial, broken 
lots, $1.70 and 2 
Blue Bird, broken 
lots, $1.22; =. hei, $1.19, and 2 
dozen lots, $1.1 Sleep Meter. 
broken lots, $1. 40: dozen lots, $1.36: 
and 2 dozen lots, $1.32. Jack-O- Lan- 
tern luminous dial, ieohan: lots, $2.10: 
dozen lots, $2.04, and 2 dozen lots, 
$1.98. American, broken lot's, $1.05: 
dozen lots, $1.02, and 2 dozen lots, 99 
cents. 

Auto clocks, Westclox, plain broken 
lots, $1.76; dozen lots, $1.70 and 2 
dozen lots. $1.65: same luminous, 
broken lots, $2.46: dozen lots, $2.38, 
and 2 dozen lots, $2.32. 


They say that unless | 


| 


| 


| 


| 
| 








| the real demand for ice skates. 


DRAIN PIPE CLEANER.—Demand is 
steady with prices unchanged. Local 
wholesale stocks are ample. 


JOBBERS’ my agg lr ge TO RE- 
TAILERS, F.O.B. NEW YORK: 

Economy plumber, drain pipe 
cleaner, $2 per dozen 1-lb. cans. Same 


in 2-lb. cans, $3.90 per dozen. The 
1-lb. size is packed one, two and 
three dozen to a carton. The 2-lb. 


size is packed in one and two dozen 


cartons. 
FRUIT PRESSES.—Fair demand. 
flea firm. Stocks satisfactory. 


JOBBERS’ rg agp te bogs hh RE- 
TAILERS, F.O.B. NEW YOR 

Fruit presses, cast iron eed and 
plunger, tinned, capacity, 3 qt., $3.60 
each; capacity 6 qt., $4.50 each; same 
with removable steel legs and 12 qt. 
capacity, $6.20 each. 

Fruit presses, hardwood frame, 
vanished oak tubs, No. 0 plain tub, 
$6 each. Same with hinged tubs, No. 
22, $7.50 each; No. 22, $8.50 each; No. 
22%, $10.50 each; No. 23, $13.50 each, 
and No. 24, $18 each. 

Cherry stoners, No. 117, 90c. each, 
and No. 118, $1.25 each, 


Meat juice extractors, 95c. each. 


Beef tea presses, 65c. each; potato 
ricer, 37%c. each. 
Fruit crushers, galvanized steel 


aluminum frame and holder, 

$6.25 each; same with 
double roller and wood hopper, $10 
each; same as latter with flywheel 
instead of handle, $11.25 each. 

FOOD CHOPPERS.—Very active de- 

mand reported at firm prices. Stocks 

are in good condition. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Food choppers, Universal No. 00, 
$1.25: No. 1, $1.52; No. 2, $1.86, and 
No. 3, $2.37 each. Universal meat 
chopper, $2.20 each. 

Russwin food chopper, No. 1, $1.50 
each; No. 2, $1.83 each; No. 3, $2.33 

No. 


each. 
Enterprise meat chopper, 5, 
No. 10, $3.82; No. 20, $8; No. 
No. 22, $6.36, and No. 32, 


hopper, 
capacity 50 Ib., 


$2.25; 
12. $3.65: 
$7.75 each. 


ICE SKATES.—Early demand reported 
disappointing in view of the fact that 
wholesale stocks always run short in 
high season. Jobbers are urging deal- 
ers to consider their requirements now 
so that no embarrassing shortages will 
curtail profitable- sales when the out- 
door skating season opens. Indoor 
rinks have been open since August, but 
it is the outdoor skating which creates 
As a 
holiday item, this is always very much 


| in demand. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 

Ice skates, hockey tubular outfits, 
with shoes, aluminum, for men or wo- 
men, $5.75 per pair: same nickeled, 
$6.75 per pair. Racing tubulars the 
same prices. Men’s, sizes 4 to 11, 
women’s sizes, 3 to 9. 

Club skate outfits, with shoes, for 
men, sizes 4 to 11; for women, sizes 3 
to 9, $4.25 per pair. 

Men and boys, all champ club 
skates, 9 to 11% in., cast steel pol- 
ished runners, 84c. per pair; same 
nickel plated, $1.19 per pair. Same 
hockey model, $1.31 and $1.69 per pair 
res ectively 

omen’s club skates, leather back 
strap, cast steel runners, $1.12 per 
pair; same nickeled, $1.44 per pair; 
same hockey model, $1.57 and $2 per 
pair respectively; 8 to 11 inches. 
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Extension bob skates, 6 to 9 inches, 
45c. per pair. Skate key, 5c. each; 
skate holder, $5.25 each. Skate sharp- 
ener, 19c. each. 

Ice creepers, No. 1, 13%4c. .per pair; 
No. 3, 1544c. per pair, and No. 9, 32c. 
per pair. 


LANTERNS.—Very good demand at 
firm prices. Stocks are considered 


satisfactory. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Lanterns, Hylo, 62%c. each; Vic- 
tor white globe, 66%c.; Victor, ruby 
lobe, 83%c. Blizzard, No. 2, $1.08%; 
Ecnsrch, white globe, 66%c.; Mon- 
arch, ruby globe, 83%c.; Little Wiz- 
ard, 75c.; D-Lite, $1.08%; D-Lite, 
with large fount, $1.19; Sport, 46c. 
Junior Wagon, $1.50; Buckeye Dash 
Lamp, $1.16%, and No. 39, Railroad, 
$1.581%4, and No. 30, Beacon, $2.6214 
each. 

N. B.—On all except Hylo an al- 
lowance of 25c. per dozen is made on 
orders of three dozen or more. 


NAILS.—Fair demand with $3.35 base 
per keg on wire nails, the published 
price. Reports persist that this price 
is being shaded. 

ROLLER SKATES.—Demand is fair- 
ly active at firm prices. Stocks are 
reported in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, extension model, 
steel foot plate, plain steel rolls, web 
heel and toe strap, 72c. per pair; same 
with steel toe clamps, 78c. per pair. 
Boys’ ball bearing, extension skates, 
$1.42 per pair; girls’ ball bearing 
skates, $1.52 per pair. 

Accessories, key, 2%c. each; skate 
wheel with ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles; 3c. 
each; toe clamp, 12c. per pair; cotter- 
pin, 15¢e. per 100; axle nuts, $1 per 
100; axle nut washers, 60c. per 100: 
adjustment binding nuts, 65c. per 100 
and adjustment binding bolts, 65c. 
per 100. 

SASH CORD.—There have been ad- 
vances and declines since last week and 
prices given here are about represen- 
tative of current local offerings. De- 
mand is fair. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Samson spot No. 8, 70c. 


to 72c.; Aetna No. 8. 3lc., and Phoe- 
nix No. 8, 38c. to 39c. 





No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 
SCREWS.—Steady sale at firm prices 
reported. Stocks are satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 
Screws, flat head, bright iron, 75- 
20-10-10-10-10-10; round heads, blued, 
72% -20-10-10-10-10-10; round head 
iron, nickel plated, 65-20-10-10-10-10- 
10; flat head, galvanized, 60-20-10- 
10-10-10-10; flat head, brass, 72%- 
20-10-10-10-10-10; round head, brass, 
70-20-10-10-10-10-10. These discounts 
apply to standard screw lists. In 
package lots an extra 10 is allowed. 


SPARKLET SYPHONS.—Active holi- 
day demand expected. Current orders 
very good. Prices are firm. Stocks 
are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sparklet syphons, No. 41, $4.25 
each; in lots of six or more, $4 each. 
Sparklets, 9 7/12c. each packed in 
cartons of one dozen. Sparklet syrups, 
50c. per pint bottle. 

Extra parts, pin washer, 15c. each: 
piercing pin, 15c. each; tube and 
washer, 50c. each: tube washer, 15c. 
each; head complete, $2 each, and 
Sparkler holder, 50c. each. 


SLEDS.—Local wholesalers express 
the opinion that dealers should place 
orders now indicating their probable 
requirements, as sleds are always 
scarce when needed most. Current 
orders are fair. Prices are uniform. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Flexible Flyers, No. 1, $2.50; No. 2, 
$3.3: No. 3, $4; No. 4, $4.33; No. 5, 
$5.83; Jr. Racer, $3.50 and Racer, 
$4.33. These prices are each and are 
equivalent to a discount of 33% per 
cent off list prices. 

Fire Yly sleds, No. 9, $1.14; No. 14, 
$1.37; No. 11, $1.71; No. 12, $1.94; 
Racer, $2. These prices are each and 
are equivalent to 40 and 5 per cent 
off list. 

Perfection baby guards for sleds, 
$1 each in case lots and extra 5 per 


cent. 
STOVE SUNDRIES.—Replacement or- 





ders have been light due largely to 


warm weather which continues. Busi- | WEATHERSTSIP. .—Early orders are 
ness to date has been fair. Early or- | fair. Stocks are in good condition. 
ders were good. Prices are firm. | Jobbers urging deale~s to place orders. 
now. 


Stocks are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Stove pipe, No. 28 gage, black iron, 
12 lengths in .a bundle, 4 in.,13%c. 
each; 4% in., 15c. each; 5 in., 16%c.; 
5% in., 18c.; 6 in., 21c. each. 

Stove pipe elbows, black iron, No. 
28 gage, 12 in a bundle, 4 in., 13%c.; 
4% in., 14c.; 5& in. 165c.; in., 
16%c.; 6 in., 18c. each. 

Pipe dampers, cast iron, wooden 
rage 4 in., 814c.; 4% in., 9c.; 5 in., 

; 5% in., 10c.; 6 in., 10%$c.; 7 in., 
Se: each. 

Flue stops, tin rim, lacquered, ad- 
justable steel hoops, 8 3/16 in. diam- 
eter, 12 in a box, 6%4c. each. 

Stove pipe rings, tin, lacquered, 
12 in a package, 4 in., 3%4c. i 
4% in., 3%c.; 5 in., 4%c.; 5% 
4%c.; 6 in., 5c.; 7 in., 6c. each. 

Stove lifter and shaker, cast iron, 
length, 8 in., 3%c.; stove lifter, nickel 
plated, cold spiral handle, 12 in a 
box, 6%c. each. Same _ with loop 
handle, 12 in a box, 7%c. each. Stove 
pokers, nickel plated, _cold_ spiral 
handle, 12 in a box, No. 7, Cc. 
each; No. 8, 16c. each. Neverbreak, 
19e. each. Furnace pokers, wrought 
iron, 3 ft., 66c. each; 4 ft., 84c.; 5 
ft., $1, and 6 ft., $1.16 each. 

Flue’ scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 

Fire shovels, one piece steel, ja- 
panned, 3 in a bundle, No. 54, 5%c.; 
No. 56, 5144¢c.; No. 57, 9c. each. Gal- 
vanized shovels, No. 256, 7%c.; No. 
257, 1lc. each. Extra heavy, one piece 
japanned scoops, 6 x 9 in., capped 
end, 16%4c. each. Neverbreak fire 
shovel, 37c. each. 

Stove boards, 30 x 36 in., $1.40 


in., 78c.; 28 x 28 in., 88c.; 30 x 30 
in., $1.03; 32 x 32 in., $1.22; 35 x 35 
in., $1.52 each. 


WATCHES.—Active at the present 
time and expected to be very active 
during the holiday gift selling period 
which will start soon. 

and stocks satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Watches, Pocket Ben, broken lots, 
$1.05; dozen lots, $1.02; 2 dozen lots, 
99c.: GloBen, luminous, broken lots, 
$1.58; dozen lots, $1.53 and 2 dozen 
lots, $1.49. 








Se nature is a funny thing. 

That’s why most retailers spend more time 
marking down goods, planning for “startling sales” with 
“amazing prices,” and giving away toy balloons, than 
in writing advertisements about their products, planning 
attractive window displays, and getting across to the 


Trading Up 


drew slews of inquiries by writing an ad headed, “See 
if you can get life insurance.” 
to whom he appealed that life insurance wasn’t 
thing the cat dragged in,” but something desirable. 

The clerks in a certain London furniture store always 
don a pair of gloves before handling any of the furni- 


public the talking points that the manufacturer has care- ture on sale. They create respect for the goods. 


fully prepared. 


Some merchants are getting the idea. They know now 
“trading up”—selling on a quality 


A man has goods for sale—it may be anything from the importance of 


gadgets to shellac. It’s up to him to get the best price 
he can. Does he? Well, he makes an attempt. And price. They look upon too many special sales as wasteful 
and harmful, causing not only immediate unnecessary 
loss, but also lessened confidence on the part of the 


then, too often, the haggling starts. 


Common sense tells us that if we respect our goods, 


and show prospective buyers that we respect them, public. 


they'll respect them, too—and be more willing to pay 


the price asked. 
It doesn’t matter what you sell! 


_ Salesmen were peddling life insurance and “throwing 
in” almost anything from mamma dolls to European 
trips. Even then, business was poor. 


appeal rather than on the heartbreaking basis of pure 


Getting prices that are equitable (in view of the cost 
and the services rendered by the seller), the merchant 
can meet his debts, pay his employees and advertise his 
goods, and hence give better service to the public, which 
service will justify his asking equitable prices—and_ so 


Elbert Hubbard on, in a never-ending circle—The Bull’s Eye. 


Prices are firm, 


He showed the people 
“some- 
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As long as good 
hammers are sold 
and used—you can 
stake your reputa- 
tion on Maydole 
quality. 


Your jobber can supply you with standard assort- 
ments and a complete range of styles and sizes. 
Write us for Catalog, attractive Counter Cards and 
a supply of interesting Pocket Handbooks 23 “C.” 


















Ma HAMM. gf ole 


Hammers 


7 The David Maydole Hammer Co..Norwich,NY 
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Suggested Resale Chart on Lag Bolts and Elevator Bolts 


As Per Revised List of 1927 


Price Per 100—Each and Per Dozen 


Cost Price Figured as If 60 Per Cent Off List 







Computed for Harpware Ace by M. M. Godschalk 

















































































































Diameter 1” 114" 2” 21," 3” 3,” 4” 444" 5” 51,” 6” 614" 
Yand | 94141 | 86-129 | 94-141 | 102-153 | 112-168 | 122-183 | 132-198 | 142-213 | 152-228 | 162-243 | 174-261 | 186-279 
5/16 | 2%-25 | 2%-25 | 214-25 | 214-25 3-30 3-30 |3%-35 | 314-35 4-40 4-40 | 414-45 5-50 

3% 114-171 | 104-156 | 114-171 | 124-186 | 136-204 | 148-222 | 160-240 | 172-258 | 186-279 | 200-300 | 214-321 | 228-342 
3-30 3-30 3-30 3-30 | 3%-35 4-40 4-40 | 414-45 5-50 5-50 5-50 6-60 

7/16 | 170-255 | 156-234 | 142-213 | 156-234 | 172-258 | 188-282 | 204-306 | 220-330 | 236-354 | 252-378 284-426 
5-50 4-40 4-40 4-40 5-50 5-50 5-50 6-60 6-60 7-70 7-70 7-70 

Vy 210-315 | 194-291 | 178-267 | 194-291 | 212-318 | 230-345 | 248-372 | 266-399 | 284-426 | 302-453 | 320-480 | 338-507 
5-50 5-50 5-50 5-50 6-60 6-60 6-60 | 7-70 7-70 8-80 8-80 9-90 

% | 318-477 | 296-444 | 274-411 | 300-450 | 326-489 | 352-528 | 378-567 | 404-606 | 430-645 | 456-684 | 482-723 
| 8-80 8-80 8-80 8-80 8-80 . 10-100 | 10-100} 11-110! 12-120! 12-120 

“7 500-750 | 470-705 | 440-660 | 476-714 | 512-768 | 548-822 | 584-876 | 620-930 | 656-984 | 692-1038] 728-1092 
| 12-120 | 12-120/ 12-120] 12-120| 13-130! 14-140] 15-150] 16-160] 17-170] 18-180] 19-190 

i 744-1116] 704-1056| 672-1008] 720-1080] 768-1152] 816-1224] 864-1296] 912-1368] 960-1440|1008-1512 
19-190 | 19-190 | 19-190 | 19-190 | 19-190| 21-210| 22-220] 23-230 | 24-240| 25-250 

Se 

1 1136-1704|1084-1626 1042-1563 1000-1500! 1062-1593} 1124-1686 1186-1779] 1248-1872|1310-1965|1372-205 
| 28-280 | 27-270 | 26-260 | 25-250| 27-270| 28-280| 30-300| 31-310 | 33-330 | 35-350 
Diameter 7” 71," 8” 9” 10” 11” 12” 13” 14’ 15” 16” 
4 and 5/16 198-297 | 210-315 | 222-333 | 246-369 | 270-405 
5-50 5-50 6-60 6-60 7-70 
% 242-363 | 256-384 | 270-405 | 298-447 | 326-489 | 356-534 | 386-579 
6-60 6-60 7-70 8-80 8-80 9-90 | 10-100 
7/16 300-450 | 316-474 | 332-498 | 364-546 | 396-594 | 432-648 | 468-702 
8-80 8-80 9-90 9—90 | 10-100 | 11-110 | 12-120 
Y% 356-534 | 374-561 | 392-588 | 428-642 | 464-696 | 504-756 | 544-816 
9-90 | 10-100! 10-100| 11-110| 12-120| 13-130] 14-140 
5 508-762 | 534-801 | 560-840 | 608-912 | 656-984 | 708-1062| 760-1140] 812-1218] 864-1296] 916-1374| 687-1452 
13-130 | 14-140| 14-140| 16-160 | 17-170 | 18-180 | 19-190 | 20-200] 22-220] 23-230] 24-240 
— & 764-1146] 300-1200] 836-1254] 906-1359] 976-1464|1050-1575|1124—1686]1198-1797|1274-1911|1350-2025|1426-213 
19-190 | 20-200 | 21-210 | 23-230 | 25-250 | 26-260 | 28-280 | 30-300] 32-320| 34-340] 36-360 
wee 1056-1584|1104-1656|1152=728|1240-1860|1328-1992|1420-2130)1516-2274| 1620-2430] 1724-2586] 1830-2745| 1936-2904 
26-260 | 28-280 | 29-290 | 31-310 | 33-330| 35-350] 38-380] 40-400] 43-430/ 46-460 | 48-480 
, 1434-2151|1496-2244|1558-2337|1672-2508|1786-2679|1906-2859|2030-3045|2170-3255|2310-3465|2454-3681 2598-3397 
36-360 | 37-370 | 39-390 | 42-420 | 45-450] 48-480| 51-510| 54-540] 58-580| 61-610| 65-650 
Elevator Bolts 
Diameter 34” i" a? 14,” 114” 134” tad 24," 21," 234,” > 
3/16 and % 132-198 | 138-207 | 138-207 | 144-216 | 150-225 | 156-234 | 162-243 | 168-252 | 174-261 | 180-270 | 186-279 
4-40 4-40 4-40 4-40 4-40 4-40 4-40 5-50 5-50 5-50 5-50 
5/16 180-270 | 190-285 | 190-285 | 200-300 | 210-315 | 220-330 | 230-345 | 240-360 | 250-375 | 260-390 | 270-405 
5-50 5-50 5-50 5-50 5-50 6-60 6-60 6-60 7-770 7-70 7-70 
3 240-360 | 256-384 | 256-384 | 272-408 | 288-432 | 304-456 | 320-480 | 336-504 | 352-528 368-552 | 384-576 
6-60 7-70 7-70 7-70 7-70 8-80 8-80 9-90 9-90 9-90 10-100 
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to Lag Bolts and Elevator 


D ts figured as , 
tnd PR FULL packages is 50 per cent ABOVE COST. 


8 
SHLLING PRICE per EACH is LIST. 


Bolts, Suggested RESALE CHART. 
if 60 per cent off list 


SELLING PRICE per DOZEN is LESS 206 per cent off the list price. 








It FOUR figures are used the first TWO are your COST, the last TWO Selling Price. 
If FIVE fi are used the first TWO are COST, the last THREE Selling Price. 
ces ane t ‘frst. oa COST, the last THRED Selling Price. 


If SIX figures are used the first THREE are your 


If SEVEN figures are used the first THREE are you 
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If EIGHT figures are used the first FOUR are your COST, the last FOUR Selling Price. 
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Made Bette] ook Better— 
That’s Why They Sell Better 


Show your customer a CORKSTEEL tool—explain its mer- 
its—and you will sell it for enough more to substantially in- 
crease your profits. Distinctive features of this line permit 


profits impossible to secure with any other line of garden 
tools. 


The finish of bronze, polished steel and natural cork makes 
a product that lends itself to excellent display. But looks 
are only a part of it. Below that attractive finish of handle 
is the strength of special analysis steel—of greater durabil- 
ity than the best grades of heavy second growth white ash— 
(which is now almost impossible to secure.) 


These flawless, wear-resisting handles are covered with 
cork to give a comfortable grip in either hot or cold weather, 
then fitted to the finest forged tools—either riveted or 
welded—so they can’t work loose or come off. 


CORKSTEEL tools are all first quality—one just as good 
as the next—so your customer can pick up the first one at 
hand and know that he has a good one—without leaving any 
“not so good” in stock to be sold later at a loss. One quality 
and no leftovers reduces your investment—increases your 
turnover. ; 


There’s a wealth of information in the little 
CORKSTEEL book—‘An Improvement.” 
Send for a copy if you have not received one. 
Then decide to stock CORKSTEEL forks, 
hooks, rakes and hoes and show your trade the 
only improvement in garden tools in a genera- 
tion. 


THE CONNORS HOE & 
TOOL COMPANY 


Columbus, Ohio 
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Hot of the Nail Ke 


Little yarns that others have laughed 
Asa 


over culled from various sources. 


contemporary puts it: 
have been copied, the rest will be.” 


“Some of them = \ 











Customer—“I want a pair of  spec- 
rimmed hornicle—I mean spornrimmed 
hectacles—confound—I mean heck-rimmed 
spornacles.” 

Shopwalker—“I know what you mean, 
sir. Mr. Perkes, show this gentleman a 
pair of rim-sporned hectacles.” 





“Why is it that a red-headed woman 
always marries a very meek man?” 
“She doesn’t. He just gets that way.” 


A newspaper publisher in another state 
offered a prize for the best answer to the 
conundrum: 

“Why is a newspaper like a woman?” 

The prize was won by a woman who 
sent in this answer: 

“Because every man should have one of 


+.” 


his own and not run after his neighbor’s. 





Customer—“I would like to purchase a 
present for my wife’s birthday.” 

Clerk—“Would you be interested in 
something in silk stockings ?” 

Customer—‘“Well, let’s get this present 
matter out of the way first.” 





Boy weeding in garden—“Did your 
daddy promise you something if you pull 
all the weeds out of the garden?” 

Small Boy—‘No, he didn’t. He prom- 
ised me something if I didn’t.” 





An old Chinaman, delivering laundry in 
a mining camp, heard a noise and spied a 
huge bear sniffing his tracks in the newly 
fallen snow. 

“Huh,” he gasped. “You likee my 
tracks; I makee some more.” 





In a certain suburb there is a cottage 
the door of which must be raised a little to 
be opened, and for this purpose a hatchet 
is generally used. One night a knock came 
at the door and a youngster was sent to 
see who was there. 

“Who is it?” inquired the boy. 

“It’s me,” said a voice outside. 

The youngster, recognizing the voice, 
shouted back: “It’s Mrs. Murphy; get the 
hatchet.” 

Mrs. Murphy didn’t wait. 


Corporal Jones had spent most of his 
life in the army, and at last in disgust, on 
leaving, wrote to his colonel as follows: 

“Sir—After what I have gone through, 
tell the army to go to blazes.” 

The following day he received a reply 
from the colonel, which read as follows: 
“Sir—Any suggestions or inquiries as to 
the movements of troops must be entered 
in the proper manner on Army Form 5732- 
KXY, a copy of which I am inclosing for 
your use.” 





“How do you know it was a stork and 
not an angel that brought your little 
brother ?” 

“Well, I heard daddy complaining of the 
bill and angels don’t have bills.” 





MAYBE! 
“Are you from Alaska?” 
“No, what makes you think so?” 
“Just wondered; you dance like you had 
snow shoes on.” 





“Is your store completely modernized?” 
asked the efficiency expert. 

“Yes,” replied hardware man Spinke. 

“Now that my school girl cashier has 
taken up smoking and’my old maid book- 
keeper has had her hair bobbed—it is!” 





“Excuse me, madam, but do you mind 
coughing more quietly so that I may be 
better able to hear your friend read out the 
sub-titles ?” 


Lots of men would leave their footprints 
Time’s eternal sands to grace, 

Had they gotten Mother’s slipper 
At the proper time and place. 








“Rastus, you-all am most narrow-minded 
pusson Ah know.” 

“Say, bo, if yo’ was a little more narrow- 
minded yo’ ears would be on the wrong 
side of yo’ haid.” 





“Don’t you think that Wadsworth was 
right when he said ‘Heaven lies about us 
in our infancy’ ?” 

“Sure, but he forgot to add that every- 
body lies about us in our maturity.” 





Sweet—“Do you let the boys kiss you?” 
Adeline—“No. But I’m not very strong.” 


Young husband to nurse, “Quick, am I 
a father or a mother?” 





She—“Are all good looking men con- 
ceited ?” 

He—“I’m not.” 

PERHAPS SO! 

“Who was the unluckiest woman in the 
world?” 

“Eve. She couldn’t throw up to Adam 
the better men she had known.” 





GOIN’ TO THE DOGS! 


My grandpa notes the world’s worn cogs, 
And says we're going to the dogs, 

His grand-dad in his house of logs, 
Swore things were going to the dogs. 
His dad among the Flemish bogs, 

Vowed things were going to the dogs. 
The caveman in his queer skin togs 

Said things were going to the dogs. 

But this is what I wish to state— 

The dogs have had an awful wait. 





DIDN’T NEED IT 
Mr. Olds (looking over house)— 
“What's this thing going to be?” 
Architect—“That is an Italian staircase.” 
Mr. Olds—“Just a waste of money. We 
probably won’t have any Italians coming 
to see us.” 





Mary had a little dress, 
A dainty bit arid airy; 

It didn’t show the dirt a bit, 
But gosh, how it showed Mary! 





Mrs. S.—“‘Are you in town?” 

Aunt—“Yes, I had to come to town to 
buy Henry a new suit. Isn’t He lucky?” 

Mrs. S.—“Why, yes; I'll have to tell 
you about Robert’s luck. He made a hole 
in one, Monday.” 

Aunt—“Oh! isn’t that too bad. I hope 
Henry doesn’t make one in his.” 





Teacher—“Johnny, what does six and 
four equal?” 

Johnny (after some thought) —‘Eleven.” 

“No, guess again.” 

“Twelve.” 

“No. Why don’t you try ten?” 

“Aw, that ain’t right. Five and five is 
ten.” 
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Bhs Xmas Card 


will sell more 


CHICK 


REPEATING RAZORS 


for you! 


EADY for you—a real live counter card, litho- 





Qii (Cn 





A tat cine 


graphed in full colors, 9 inches by 12 inches, 
with a gift appeal that will sell Schick Repeating Razors for you during the i | 
holiday season. | 
The Schick is a most appropriate Christmas gift. Ready consumer acceptance 
has proved this, and the distinct advantages of this five-dollar shaving tool have 
placed it in a class by itself. Dealers all over the country are quick to take ad- 
vantage of this fact—and now, during the holiday season, are putting more punch 
behind this profit-maker than ever before. 
Full-page Saturday Evening Post advertising will feature the Schick 





as a Christmas gift. Tie up your store with this national campaign 






by displaying the combination counter-window card and featuring i] 
the “Schick.” , 
Your efforts will be doubly productive and your profits materially 









increased. | 





S E N D * HE . oO UF OR N O W 














This razor changes its own blades Magazine Repeating Razor Company 
285 Madison Avenue, New York 





with a pull and push of the plunger. 





Please send me at once and without charge or 
obligation _______Schick Christmas counter- 
window cards. 


It is now made in heavy silver plate 





and heavy gold plate. Silver plate re- 
tails for $5.00 — gold plate for $7.50. 
Each razor comes with 20 blades. $$ —_—_— iy 








Extra blades—75c per clip of twenty. 7 | 
In Canada: Gold plate $10.00—silver 
plate $6.50. Blades $1.00 per clip. 

































Print name and address clearly 
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Pettee Sells Sixty Gas Ranges in Two Weeks 


(Continued from page 51) 


ceived. A section of the second floor was reserved for 
the demonstration. Two ranges, a kitchen cabinet, a 
work table and many kitchen implements were placed at 
the disposal of the demonstrators. The foods that were 
prepared were placed on display. Some were put in the 
show window, devoted exclusively to the sale. The win- 
dow was artistically decorated and displayed three dif- 
ferent types of ranges. 


Several of the oven and broiler doors were left open, 
allowing a view of the interior. Neat dealer helps and 
show cards helped to make this a very attractive window. 

At the end of the fourteenth day of the sale, when 
it was found that sixty ranges had been sold and in- 
stalled, the members of the Pettee organization realized 
that they had accoimplished a very unusual sales record. 


Snappy Weather Increases Sporting Goods Sales 


(Continued from page 45) 


the better, but he must be interested and enough of a 
merchandiser to have an almost infectious interest. Give 
such a man every available opportunity to mingle with 
the sport goods factory men, to read and study current 
rules and preferences in equipment in all the sports, have 
him visit the teams and clubs, fraternize with the players 
and become something of a factor in your town’s sport 
events. If possible have him be an official in school 
meets, a judge, or in some way identify himself and your 
store as really being interested in your town’s athletic 
welfare. If he does take this interest and knows what 
he is talking about, he can very easily develop for you 








They are using Cleveland Metal Display Drill Cabinets. 


These beautiful olive-green hand lacquered cabinets 
with their black, red and silvery lettering are constant 
reminders to drill users. Six convenient drawers hold 
an adequate stock of the best selling sizes for the aver- 
age retail trade. 


Last year these Cabinets doubled the sales of Cleveland 
Twist Drills for hundreds of Retailers. You don’t have 
to buy an “assortment” of Cleveland Twist Drills to 
get one of these Cabinets. We sell them to Retailers 
at less than large quantity production cost to us—$20.00 
f.o.b. Cleveland. They are made by one of the leading 
American makers of steel office equipment. 


Send Coupon for Complete Information 





The Cleveland Twist Drill Co. 
Cleveland, Ohio 
Gentlemen: 
Please send complete information about your 
Cleveland Metal Display Drill Cabinet. 


SD SD. ps8 on dec sabato en sae dhuaebode 











a most profitable trade and for himself a very interest- 
ing field of work. 

The sportsmen like to buy additional equipment all the 
time and they always show a preference to trade where 
they meet people interested not only in selling but also 
in the sports. This gives buyer and seller something 
in common and makes each customer a constant adver- 
tisement for your sport goods department. 

Have copies of game and hunting laws, know where 
to hunt and where to fish. Have data on athletic rec- 
ords and game rules and be reasonably familiar with the 
details. It will pay you to know sports when selling 
sporting goods equipment. 





En Ae et 
















Cabinet is 234% ins. long by 
184, ins. deep, including 
drawer pulls, .and 16% ins. 
high. Each drawer is 21 ins. ‘é 
long, 1634 ins. deep and 1% 
ins. high. 










TWIST DRILL 
ICOMPAN Y 
a CLEVELAND 
NEW YORK CHICAGO: LONDON 
TRADE MARK REG U S PAT OFF AND FOREIGN COUNTESS 
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Everybody’s Business 


(Continued from page 49) 


It is best that we recognize the truth that the United 
States has few friends. It is not necessary to analyze 
the reasons. The fact is sufficient. We stand practically 
alone. In the present era of international distrust it 
seems to be a case of every nation for itself. The news 
dispatches telling us how much we are loved are to be 
taken with a grain of salt. 

Europe has been so busy with its internal affairs since 
the War that not much attention has been given to the 
rapid trade expansion of the United States. American 
automobiles are to be found all over Europe in great 
numbers. The majority of motion pictures displayed in 
the theaters over there were manufactured in the United 
States. Ovr goods are on sale in thousands of shops and 
American dollars are invested in almost every branch of 
foreign enterprise. 

But the road ahead is not rosy. Already Germany has 
ruled that no American picture can be shown in that 
land unless the company owning the film shall produce 
a picture in Germany costing as much as the one made 
in America. I might go on and mention dozens of in- 
stances to support the conclusion that Europe has decided 
on effective measures to meet American competition. 
The action of France in the matter of a tariff is an indi- 
cation of what is to come. We may well question the 
probability that our expansion of foreign trade will con- 
tinue at the pace recently established. It is absurd to 
suppose we can go on erecting tariff walls to protect our- 
selves from foreign manufacturers without retaliation. 

Although we have piled up more wealth than was ever 
hefore accumulated by any nation, our new position of 
world preéminence has become an accepted thought only 







tury ago 


BECAUSE 


NO LOST SPACE 


bins to be used and we will quote prices. 





THE GREATEST ACHIEVEMENT— 


In counter dividers since self-service counters were adopted nearly half cen- 


they positively eliminate wood blocks, and every other 
old method of counter top arrangement. 


“WE Note the Simplicity of Operation 


This illustrates the spreader. 
A slight pressure on the handle 
and the glass partitions can 
be inserted or removed to 
make bins of any size desired and— 


Glass Is Positively Held in Firm Position. 


NO SAWING BLOCKS 


Send us the inside dimensions of your counter rims stating the width of 


Reliable Representatives Wanted 


in our own minds—not in the consciousness of the aver- 
age European. To the latter we are still soulless money 
chasers—rude, crude, and vulgarly materialistic. 

It is time we came to understand and properly evaluate 
foreign criticism. It is time we freed ourselves of the 
chains of European traditions and started developing a 
proper appreciation of American economics, literature, 
art, science, drama and statesmanship. If we cannot now 
stand proudly erect on the foundations we have created, 
surely we must be lacking in those sterling qualities that 
are regarded as characteristic of our people. 

No American can be sure that he knows very much 
about Europe. Mix up dictatorships, Fascism, Commun- 
ism, Sovietism and a number of experimental democra- 
cies, and you have a mess that one should touch with 
greatest caution. It is for this reason that we must know 
not merely the European news of the day, but as far as 
possible the reasons back of the news. We must recog- 
nize in our foreign relations that we are now dealing 
with political systems that depend on minority opinion. 
Few are the present regimes in Europe that represent the 
entire nation. This still provides the possibility that a 
few men with sinister purpose might suddenly start the 
pot boiling over. We are in the paradoxical position of 
having to know more about Europe than ever before and 
yet keep farther away. 

It may be all right for us to allow Europe to sell us 
a half billion dollars’ worth of scenery, souvenirs and 
sojourns every year. Under our present foolish foreign 
trade policy that would seem the proper thing to do, for 
we cannot expect to get without giving. But we might 
give thought to the wisdom of reversing the plan. Sup- 





amd 


«bare <u Rade hak = toe oti 








Patent 
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INVESTIGATE 


By all means investigate 
before purchasing old method 
counter or dividers now 
being abolished by leading 
hardware stores throughout 
the country. Additional in- 
formation on request. 


Write today. 
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Chain and Variety Store Fixtures 
Builders Exchange, 


ABOVE PICTURE 


A complete hardware coun- 
ter equipped with BETTER 
WAY adjustable’ dividers. 

will gladly give you 

information regarding 
as well as 
adjustable 


BETTER WAY 


dividers. 








St. Paul, Minn. 
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You’ll Never Miss a Sale with 
the Eagle Line 


One customer wants a high grade 
Padlock or Cabinet Lock for pro- 
tection against burglary. Another 
wants just a cheap lock to keep 
out the curious person. For these, 
and any other needs, there’s an 
Eagle Lock—and at a price to 
please. 


Eagle Locks come in Warded, Se- 
cure Lever and Pin Tumbler 
Mechanism from as low as 10c 
each right up to $5.00 a lock. 


We'll be glad to supply you with 
any information you wish on your 
lock requirements. 


The Eagle Quality Line 


Night Latches Front Door Sets 
Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 

Wood Screws 


Eagle Lock Co. 


General Sales Office 
26 Weeren St., New York 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Redford Street. Boston, Mass. 
Works at Terryville, Connecticut 


©£G..1N Us 6 PAT. OFF. 














pose we cut our tourist bill in half and do more sight- 
seeing here at home. At the same time we might banish 
our fear of competing with foreign labor that works 
mostly with its hands. If we cannot depend upon the 
higher efficiency and lower cost of machine methods to 
maintain ourselves on a proper standard of living, then 
we have established our industrial success on a flimsy 


| foundation. 


The use of a political rather than an economic means 
to acquire wealth has in itself the germ of its own de- 
struction. Organizations such as the United Mine Work- 
ers who endeavor to maintain a wage scale that is not in 
harmony with the economic situation eventually come to 
grief. Any established rate of pay that lacks a proper 
relation to effective effort must eventually prove ruinous. 

When our bricklayers limit themselves to 500 bricks, 
although it would be perfectly possible for them to lay 
3000 a day, and our painters take twelve days to finish 
a job that might easily be completed in six, they are 
simply doing in their field what the United States Gov- 
ernment is doing for manufacturers in a larger field by 
erecting tariff walls. 

We do not need to go to Europe to discover why we 
are the most hated nation on earth. It is only necessary 
to open our eyes here at home to the hypocrisy and 
maudlin sentimentalism that now pervade our industrial 
life. 





Your Legal Problems 








Was It a Special Deposit? 


“T’ve taken the agency for the Inland Finance Corporation, 
and they want me to put up the usual $1,000 bond. Will you 
sign it?” the customer queried. 

The customer was one of the hardware merchant's best, but 
the latter naturally demurred. 

“Why don’t you get the usual bond from a surety company,” 
he suggested. 

“Oh, you needn’t be afraid,” the customer assured him. “I'll 
deposit $1,000 cash with you, you can deposit the cash in the 
bank in your own name, hold it as long as the bond runs, and 
credit me with the bank interest.” 

“I don’t see how I’m running any risk that way,” the merchant 
dgreed, signed the bond, accepted the cash, and deposited it in 
the local bank, after explaining the circumstances to the cashier. 

“We can arrange that easily,” the cashier told him, and handed 
the merchant a deposit slip marked “escrow account,” and the 
deposit slip stated at the bottom that the money had been de- 
posited in escrow as surety on a certain bond “to be used only in 
case of forfeiture of the bond.” 

A month later the bank was insolvent, and the State Finance 
Commission took charge. 

“I didn’t have enough to my credit to worry about,” the hard- 
ware merchant assured himself, and demanded the $1,000 deposit 
in full from the Commission. 

“You've got to take ‘pot luck’ with the general creditors of the 
bank,” the Commission assured him. 

“No, this was a special deposit, I’m entitled to be paid as a 
preferred creditor ahead of the general creditors,” the merchant 
contended, and the Missouri Court of Appeals ruled in his favor 
in a case reported in 253 S. W. 15. 

“Under these facts the trial court was clearly justified in 
holding that this was not a general deposit, but was held as a 
special deposit, the title to which did not go to the bank, but on 
the other hand it was acting as a mere trustee or bailee of this 
fund, to be paid out to the merchant in the event that he suffered 
loss on account of having signed the bond, and to be checked 
out by him and paid back to the customer is case he was not 
required to pay anything by reason of having signed the bond,” 
said the court. 
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Open Displays Sell More Goods 
for Bernath & Osterhout 


(Continued from page 54) 


of toys, but these toys will be of the better grade, since | 


Mr. Bernath firmly believes that people who come into 
hardware stores for toys do not want trashy goods. 
When the store was opened last April the first window 


display was of a nice line of silverware and many persons | 
who came into the store the first day remarked that they 


thought it was a jewelry instead of a hardware store. 
Mr. Bernath also is a strong exponent of paint as a retail 
hardware store item. No record of sales has been kept, 
but he is satisfied from the amount going out and coming 
in that it is one of the leading sellers and likewise a 
money-maker. 

John F. Bernath, who is the outside man for the firm, 
giving much attention to building requirements, has been 
in the retail hardware business for fifteen years and 
before starting the Beechview Hardware Co., five years 
ago, had been with the DeVore Hardware Co., Monon- 
gahela, Pa. Frank J. Osterhout, the other partner, was 
for many years identified with the American Window 
Glass Co. 


Good Fishing Tackle Needed Here 








The photograph reproduced here is sent to HARDWARE AGE by | 


Clark Hardware Company, Jamestown, N. Y., in whose window 
the big mascallonge was exhibited. The fish was landed by Fred. 
O. Lawson, one of Jamestown’s leading contractors, who gets 
recreation from a busy life by going fishing. Using one of 
Clark’s rod and line outfits and creek minnows for bait, Mr. 
Lawson was able to tire the big fellow enough in two and a half 
hours to land him. 


Verified Retail Store News Notes 


Walty Hdwe. Co., Colchester, Ill., was completely destroyed by fire re- 
cently. The company is continuing in business in an adjoining building 
till a new store can be erected. Catalogs desired. 

Jos. Krebe, Humphrey, Neb., has succeeded Fox & Krebe of that place. 

Ray Schneider has succeeded Murdock, Dunwiddie Hdwe. Co. in Beloit, 

is. 

James O. Clark is now conducting the store formerly run by Haviland 
& Clark, at 818 Delaware St., Paulsboro, N. J. 

Hyder Hdwe. Co. is the successor to Marsh-Hyder Hdwe. Co. in Eliza- 
bethtown, Tenn. 

Louis Glover is enlarging his store in Waupaca, Wis. 

McGregor Hdwe. Co. is now conducting the business of Geddie & 
Norcross in Milan, Mich. 

John Hutten & Son is the new name for the business formerly known 
as John Hutton in Yale, Mich. 

Leon Calvert is now conducting a retail store in Hobart, Ind. 

Morse & Withington Hdwe. Co., Inc., have opened a store at 24 
Maple St., Danvers, Mass. 

Charles Yumont, Jamaica Plain, Mass., has increased the size of his 
salesroom, 

Bemidji Hdwe Co., Bemidji, Minn., recently suffered quite a loss by fire. 

W. T. James has purchased the stock of Christopher & Co., Port 
agg Wash., and is conducting the business under the name of James 

dwe, Co. 
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It Takes No Longer to Earn 
SIX TIMES THE PROFIT 


It takes no longer to sell SANI-CAN and earn six 
times the profit made from selling one ordinary 
49c garbage pail. 


People shop around seeking a more pleasant, at- 
tractive answer to disposal problems. They buy 
the cheapest thing possible to hide and throw away 
as soon as stains and rust appear. 


By Its Very Contrast 
SANI-CAN SELLS 


—When people view the neat attractiveness of 
SANI-CAN in white, French grey, olive green, 
baby blue or mahogany baked enamel colors,— 
They approve. 

—When they step lightly on the ‘‘Press-Toe”™ pedal 
and sense its convenience and_ tightness,— 
They appreciate. 

—When they see the surprising capacity and out- 
standing quality of this out-of-the-way container, 
—tThey desire. 

Place SANI-CAN among the linoleums, with the 

porcelain tables, beside the kitchen cabinets, near 

the cutlery display, the bath room fixtures or other 
household supplies. Let people view, try and want. 

It harmonizes. It inyites. There’s money in SANI- 

CAN for you. 

Get a sample “‘Sani-Can” 


and full details about our unusual “‘get acquainted 


offer." Address 


SANITARY RECEIVER CO., 
Dunkirk, N. Y. 


Manufacturers of ‘“Sani-Can Receivers” 
“Sani-Can Junior” and “Hydawaste” 
Baskets. 


INC. 














Rot RCE ARCANE a Yc 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Little Rock, May, 1928. L. P. Biggs, secretary 
815-816 Southern Trust Building, Little Rock. 

CatiForNIA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Roof 
Garden of Hotel Whitcomb, San Francisco, Feb. 15, 16, 
17, 1928. LeRoy Smith, secretary, 112 Market Street, 
San Francisco. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
tion, Charleston, S. C., June 5, 6, 7, 1928. Arthur R. 
Craig, secretary-treasurer, 804-806 Commercial Bank 
Building, Charlotte, N. C. 

IpaHO RetarL Harpware & IMPLEMENT DEALERS 
AssociaTION CONVENTION, Pocatello, Feb. 7, 8, 1928. 
E. E. Lucas, secretary, Hutton Building, Spokane, Wash. 

Ittrnoris RetarL HARDWARE ASSOCIATION CONVEN- 
TION, February, 1928, definite date and place of meeting 
to be announced later. Leon D. Nish, secretary, 14-16, 
N. Spring Street, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Jan. 31, Feb. 1, 2, 3, 1928. 
Convention headquarters, Claypool Hotel. Exhibit will 
be held at the Cadle Tabernacle. G. F. Sheely, secre- 
tary, 911 Meyer-Kiser Bank Building, Indianapolis. 

Iowa Retait Harpware ASSOCIATION CONVEN- 
TION AND ExuisiT1on. Des Moines, Feb. 14, 15, 16, 17, 
1928. A. R. Sale, secretary-treasurer, Mason City. 

Kentucky Harpware & IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBITION, Seelbach Hotel, Louis- 
ville, Jan. 17, 18, 19, 20, 1928. J. M. Stone, secretary- 
treasurer, 202 Republic Building, Louisville. 

LoutsIaANA Retart HARDWARE IMPLEMENT AsSO- 
CIATION CONVENTION, New Iberia, June, 1928, exact 
dates to be announced later. S. H. Sale, secretary, 
Shreveport. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExursiTion, Detroit, Feb. 7, 8, 9, 10, 1928. 
Headquarters, Hotel Statler; Exhibition, Convention 
Hall. A. J. Scott, secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Municipal Auditorium, Minneapolis, Feb. 21, 
22, 23, 24, 1928. C. H. Casey, secretary, Nicollet at 
Twenty-fourth Street, Minneapolis. 

’Misstsstpp1 Retail HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Edwards Hotel, Jackson, 
June 12, 13, 1928. Guy Nason, secretary, Starkville. 

Msssourr Retait HARDWARE ASSOCIATION CONVEN- 
TION AND Exursition, Hotel Statler, St. Louis, Jan. 23, 
24, 25, 1928. F. X. Becherer, secretary, 5106 North 
Broadway, St. Louig 

MoNTANA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvENTION, Butte, Feb. 6, 7, 8, 1928. A.C. Talmage, 
secretary-treasurer, Bozeman. 

MounTAIN StaTES HARDWARE AND IMPLEMENT 
AssociATION CONVENTION, Denver, Colo., Jan. 17, 18, 
19, 1928. Place of meeting to be decided later. W. W. 
gaan secretary-treasurer, P. O. Box 513, Boulder, 

olo. 

NaTIONAL RetaiL HarpwareE ASSOCIATION CON- 
GRESS, Boston, Mass., June, 1928. H. P. Sheets, secre- 
tary-treasurer, 130 E. Washington St., Indianapolis, Ind. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
T1on. Omaha, Jan. 31, Feb. 1, 2, 3, 1928. Headquarters 
to be announced later. George H. Dietz, secretary, 414- 
419 Little Building, Lincoln. 


New ENGLAND HarpWARE DEALERS ASSOCIATION 
CoNVENTION AND ExuHIBiTION, Mechanics Building, 
Boston, Feb. 20, 21, 22, 1928. George A. Fiel, secre- 
tary, 80 Federal Street, Boston 9, Mass. 

New York State Retart HARDWARE ASSOCIATION 
ConvENTION, Rochester, Feb. 7, 8, 9, 10, 1928. Head- 
quarters, Powers Hotel. Sessions and exhibit will 
be held at Edgerton Park. John B. Foley, secretary, 
City Bank Building, Syracuse. 

NortH Dakota RetatL HarDWaRE ASSOCIATION 
CONVENTION AND ExutsiTion, Minot, Feb. 14, 15, 16, 
1928. Exhibition at the Parker Auditorium. C. N. 
Barnes, secretary, Grand Forks. 

Onto HarpDWARE ASSOCIATION CONVENTION AND 
Exu1Bit1on, Toledo, Feb. 21, 22, 23, 24, 1928. James 
B. Carson, secretary, 411 Mutual Home Building, 
Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Oklahoma City, Jan. 24, 25, 26, 1928. 
Charles L. Unger, secretary, 207-208 Bloomfield Bldg., 
Oklahoma City. 

Orecon Retart HArpwaRE & IMPLEMENT DEALERS 
AssocIATION CONVENTION, Portland, Jan. 31, Feb. 1, 2, 
1928. E. E. Lucas, secretary, Hutton Building, Spokane, 
Wash. 

Paciric Northwest HarpwarE & IMPLEMENT As- 
SOCIATION CONVENTION, Spokane, Wash., Jan. 25, 26, 
27, 1928. E. E. Lucas, secretary, Hutton Building, 
Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssocIATION CONVENTION AND Exuisition, Philadel- 
phia Commercial Museum, Feb. 13, 14, 15, 16, 17, 1928. 
Sharon E. Jones, secretary, Welsley Building, Philadel- 
phia, Pa. 

Souta Daxora Retait HarpDWARE ASSOCIATION 
CONVENTION AND Exursition, Coliseum Building 
Sioux Falls, Feb. 27, 28, March 1, 1928. C. H. Casey, 
secretary, Nicollet at 24th St., Minneapolis, Minn. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition, Atlanta, Ga., 
May 22, 23, 24, 1928. Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 

SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION ConveENTION, Los Angeles, Feb. 21, 22, 23, 1928. 
H. L. Boyd, secretary, 618 Hellman Bank Bldg., Los 
Angeles. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION 
CoNVENTION AND ExursiTion, Dallas, Jan. 17, 18, 19, 
1928. Headquarters, Hotel Baker. D. Scoates, secre- 
tary. College Station. 

VirGINIA RetAiL HARDWARE ASSOCIATION CONVEN- 
TION AND ExHIBITION, Jefferson Hotel, Richmond, Feb. 
21, 22, 23,, 1928. Thos. B. Howell, secretary, 602 Broad 
Street, Richmond. 

West VIRGINIA HARDWARE ASSOCIATION CONVEN- 
TION, Wheeling, Jan. 24, 25, 26, 27, 1928. James B. 
Carson, secretary, 411 Mutual Home Building, Dayton, 
Ohio. 

WESTERN RetaiL HarpwarE & IMPLEMENT Asso- 
CIATION CONVENTION, Coates House, Kansas City, Mo., 
Jan. 17, 18, 19, 1928. H. J. Hodge, secretary, Abilene, 

WIsconsIN RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND ExuiBiTIon, Auditorium, Milwaukee, Feb. 
7, 8,9, 10, 1928. P. J. Jacobs, secretary, Stevens Point. 
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“The Keystone Line” Appeals to 
Kiddies and Dads 


Keystone Vehicles have that “certain something” that ap- 
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peals to the youngsters. Then ; re 
there’s the appeal of sturdy and Cz Ve" Tire 


sensible construction to prac- 
tical dads. 
These sales appeals will prove to 
you that there are good profits 
in wheel toys if you 
sell the right kind. 
‘ — Le) AN Keystone Vehicles are _ 
Gj jp We. -. right—their sales rec- ¢ 


Se eae [a rds prove it. Write . 
é icetmeeedl eae sini! for details. a atl few 
CHILDREN’S VEHICLE DEPARTMENT Keystone Lantern Co., Tacony, Philadelphia, Pa. 














Stop the 
Passers 


A customer is passing your 
store—a SIGN attracts his 
attention to a display oi 
Sporting Goods in _ the 


NEED HELP? 












A man who didn’t know how to window. 
° He BUYS. Score one for 
swim fell overboard, but he knew that sign-—it did the busi- 
how to ADVERTISE and kept ness. Other — follow. 
shouting “Help Wanted.” STEN- 
— i 
e l i 
Some one heard him and he was je | 
vour clerk if 
rescued. made it 
in a few 
Those who cry “Help Wanted!” in —— 
Hardware Age, the authoritative na- for the 
tional hardware paper, are heard all " : CILOR. 
: You can 
over the country. cance 
little 
drama come true in a sp as soon as you buy 
the STENCILOR, and the profits resulting from its use 
HARDWARE AGE will soon return the moderate cost. 
Classified Opportunity Dept. Send for Folder’ and Samples of Work. | 
599 'W. 39th St. a DISPLAY MATERIAL COMPANY | 


774 Grand Ave., ST. PAUL, MINNESOTA 


Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 
New York, N. Y. 


Canadian Agents: DISPLAY CARD COMPANY, LTD., Brockville, Ont. 










































Streams and lakes are being re-stocked. 
There is now hardly a community that 
does not enjoy good fishing. 


There is a Falls City Minnow Bucket, 
Tackle Box or Bait Box for every fishing 
requirement. 










Send for a Sample 


Stratton and Terstegge Company 
Incorporated 


Louisville, Kentucky 
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DIAMOND“E” 








Ar ietat Frame " 
CLOTH WINDOW VENTILATOR 


This is the ventilator guaranteed not to cor- 
rode, break, split, fall apart, stick or 
bind. Made in eight popular 
sizes. Retails at 60c 
to $1.10. 










BUY 
FROM 
YOUR JOBBER 





World’s Leading 


Manufacturer of 


Juvenile Vehicles 


No. 140 Seooter—one of nearly 300 
popular Gendron Models. Get the big 
colored Gendron catalog—sent on request. 
Address, 


The Gendron Wheel Co. 
To'edo, Ohio 








265 Vehicles 
in the 
Gendron Line 






















Standard for 35 Years 


Norcross Garden Cultivators (made 
in 3 sizes) have given universal satis- 
faction for 35 years. Used by Men 
and Women who do garden work. 


Norcross OUT-U-KUM Weed Pull- 
ers are the only tools that pull 
out weed and entire root at 
same time, without disfiguring 
lawns. Send for Prices. 








Manufactured only by 


SARC] Cc. S. NORCROSS & SONS, 
fen BUSHNELL, ILL, U. S. A. 
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Bought Because They're Better Ro 
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Jf. Write for W& 
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DETROIT TORCH & MANUFACTURING CO. - Detroit, Michignes 

New York Office, B.S. Alder Co. - 45 Warren St. 





William P. Horn Co. - Rialto Bldg., San Francisco 
C.F.Gallager - - + = = 23% Main St., Hartford Conn. 

.C. Andersen - + = - 627 Washington Bivd., Chicago 
Grant-Chater Co. - = + 415 Metropolitan Bldg., Toronto 





Creating Confidence Through 
Price Tags — 


While the average hardware dealer would not com- 


pare his business and business methods with those of the 
big Wanamaker stores in New York and Philadelphia, 
he should realize that even they had a beginning. While 
John Wanamaker’s rise as a merchant was very rapid 
and startling, the methods he employed at the start and 
throughout the conduct of his business could be imitated 
advantageously by the hardware dealer. Mr. Wana- 
maker permitted no dickering with customers and plainly 
advertised the fact that there was one price, plainly 
marked, for all customers, and on every item of mer- 
chandise carried in his stores. 

Price tags in plain view of the customer have a ten- 
dency toward creating greater confidence in the dealer. 
Articles thus marked mean one thing to the customer— 
one price to every customer and, incidentally, a fair deal. 
Again, if a customer has a certain purchase in his mind, 
when he sees the price tag on the article in the window 
or display counter in the store, he can decide at once 
whether he will be able to make the purchase, without 
the necessity or embarrassment of asking the price. 

Time saving is also another advantage of the price 
tags, for when a salesperson is busy with another cus- 
tomer he does not have to be stopped and asked the 
prices of different articles in the store. 


Business and Government 


A warning to business as well as other organized 
groups that demands for the creation of new bureaus 
and commissions are projecting government into a field 
of activity for which it is not equipped was sounded by 
Lewis E. Pierson, President of the Chamber of Com- 
merce of the United States, at a meeting of that organi- 
zation at West Baden. 

“It is important,” said Mr. Pierson, “to preserve 
American business, but it is far more important to pre- 
serve American government. 

““As citizens, we cannot permit American government 
to be buried under a multiplicity of bureaus, and an 
avalanche of taxation. We serve neither our own pur- 
poses nor those of the government when we meekly 
submit to the growing idea that government at will can 
step from its throne to enter the marts of trade to com- 
pete with the enterprise of its citizens. 

“We want government to preserve liberty and justice 
and fair play. We want government to protect its citi- 
zens at home, no less than abroad, from the abuse 
of arbitrary power. We want government to keep open 
the doors of opportunity to us and to our children, and 
permit us as private citizens to pursue those opportuni- 
ties in the open, to the limit of our genius and our 
powers. And when government has done that it will 
have done all that any government should do. Beyond 
that point government functions not as a benignant 
giant, but as a blind and blundering tyrant. 

“If government finds that it can enter one business 
without resistance, how long will it be before it extends 
its operations to all business ?” 
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‘This Man Arranged a Party and 
Didn’t Send Out the 


Invitations 


HE other day we walked across the street, attracted 

by an unusually good looking hardware store win- 
dow display. The display was a well balanced one both 
as to placement of merchandise and as to color—sure 
to stop almost any passerby. But not a show card or 
price ticket was in evidence to invite a further examina- 
tion of the goods inside the store. Thinking that per- 
haps the merchant had some reason for omitting them, 
we entered to find that the same neatness and freshness 
was apparent inside. New style panels with samples of 
mechanics’ tools showed the merchandise off to ad- 
vantage, but no price tickets were to be seen. A fine 
new open display table was almost buried at the rear of 
the store, while heavy hardware filled the front floor 
space. The open display table was well stocked with 
various items of household hardware, but you had to 
wait until a salesman was available before you could 
obtain any idea as to tHe prices asked for them. 

Here was a merchant who had the equipment for a 
modern hardware store, but did not seem to appreciate 
the psychology of selling. People will stop and look at 
merchandise, feel a desire to own it, but unless they 
can shop around the store and see the prices marked 
on goods and decide privately whether they will buy or 
vot, they are apt to make it a negative decision. The 
table should be placed in a more advantageous position 
because the items shown thereon are usually of a casual 
uature. People buy them because they are reminded 
of them by seeing them displayed openly, and when the 
price ticket is visible the sale is made without the aid of 
a salesperson. Why spend money for modern equip- 
ment and then bury it in an antiquated manner? It is 
like arranging a party and failing to send the invitations. 





YOUR LEGAL PROBLEMS 





“Please Stop Payment” 


The hardware merchant had given an order for a new line to 
an unknown salesman, paid in advance by check, ascertained that 
he had been victimized, and promptly gave the bank a “stop pay” 
order. 

A few days later, the check came in, the paying teller looked 
up the stop-pay orders on file, but looked under the wrong letter, 
found nothing from the hardware merchant, and paid the check. 

“It’s your mistake, and you’re bound to credit the amount 
back to my account,” the merchant contended. 

The teller pointed to a clause in the order, which stated that, 
“the undersigned agrees to hold the bank harmless for said 
amount and for all expenses and costs incurred by it on account 


of said check and further agrees not to hold the bank liable on | 
account of payment to this request if the same occur through | 


inadvertence or accident.” 

“How do you get over that?” the teller demanded. 

“IT don’t believe that the court will permit a bank to protect 
itself in advance from its own carelessness,” the merchant con- 
tended, sued the bank in the Massachusetts courts, and _ lost, 
according to the report of the case in 126 Northeastern Reporter, 
782. 





“Is it illegal for a bank to contract against the negligence of | 


its employees in failing to stop the payment?” 
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“POULTRY NETTING 


Galvanized Before and Galvanized c/After Weaving? 
Oe ns Ce A 












GALVANIZED STEEL WIRE CLOTH 


IncAll Grades 


oan 














Established 1818—America’s Oldest Woven Wire Factory 


| The Gilbert & Bennett Mfg. Co. ‘| 






Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


Chica, 


















New York City Georgetown, Conn. 

















A quarter century, and more, of Su- 
premacy is the proud record of Grand 
Rapids All Steel Sash Pulleys—the prod- 


ucts of thirty years of specialization. 


An overwhelming majority of all buyers of 
pulleys use ‘‘Grand Rapids’’ exclusively 
because they are unmatched in strength, 
ease of operation, longevity and economy. 


The Grand Rapids All Steel line is Com- 
plete—in this line only can you obtain 
the large Lubricated Cone Bearing Pul- 
leys, self-aligning and_ noiseless. 


Let us prove why you, too, should stand- 
ardize on the Grand Rapids Line. 


Grand Rapids Hardware Co. 
558 Eleventh St. 
Grand Rapids, Mich., U. S. A. 


a 
¢ 
GRAN D RAPIDS 
ALL ~ STEEL 0 ao 
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+r eemnaepP LAREN te 


Uniform Hardness 


and Temper Throughout/ 


You can tell your customers that 
Stanley Chisels are made of 
ry ol -ted f=] M$ (-1-) Om E-ledg Med tl t-1-] Me eee 
pered by hand with the same 
uniform hardness from the 
ola reptar-lMmeerenadiale me-vele(-Meal-r-la ham ce) 
the shank. No matter how far 
up the blade it is ground, it still 
ale) (of-mr-Melelelemeleadiale m-telel—m 






Selling points of the 
Stanley Socket Chisels Nos. 440 and 450 


1. Blades are made from high-grade special steel which 
is further refined in the process of manufacture. 

2. Handles are made of selected hickory, heavily capped 
with genuine leather. 

3. Sockets are reinforced with heavy rims to prevent 
splitting. 

4. Sockets are reamed to a standard size so that tne 
handles fit properly. 

5. Well proportioned to stand severe usage. 


THE STANLEY RULE AND LEVEL PLANT 


New Britain, Connecticut 
New York Chicago San Francisco Los Angeles Seattle 


L STANLEY ] 























STANLEY SOCKET CHISELS 
Made in all standard sizes. 








Can be supplied in con ient canvas 
rolls containing 6, 9 and 12 chisels. 








(sw) 
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STANLEY TOOLS 
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——by the keenest 


buying vain in the country 


A originators of the Tubular and 

Clinch rivets and with a record of 
more than fifty years of successful ac- 
den behind us we know that 
this product cannot be made better or 
priced fairer than we make them and 
price them. 


Lee 8 8p 8 8! 


TUBULAR RIVET & STUD 
zee COMPANY 


J. T.. Me Davitt 
Postal Telegraph Build: 


tase’ catoree BOSTON 


"RECT PT ASE 1 ARR 


RES 
1 O 











FARES RR STN RINE 








98 HARDWARE AGE for NOVEMBER IO, 1927 
















AMERICAN 
READY-LITES 


are made only with the straight, 
long-life Ready-Lite generators. 
They permit free flow of the 
gas, do not easily clog with 
gasoline impurities and _ give 
unusually long service. Their 
simple construction not only 
lengthens the life of Ready-Lite 
generators but makes them 
easy to clean. They reduce 
mantle expense because they 
are easily removed for cleaning 
or replacement without danger 
of breaking mantles. 

The blue vitreous enamel top 
on Ready-Lite Lanterns will 
not corrode or tarnish; does not 
appear second hand after a 
demonstration. Ready-Lite 
Lanters have built-in pump and 
hand operated filler plug. Four 
models. Prices and name of 
nearest distributor on request. 

































The American Line provides 
a complete gas lighting, cook- 
ing, heating service for homes 
without city gas. 






ce) | 
American Gas Machine Co, Inc. fi ee 4 o 





Factory, Albert Lea, Minnesota es : 


Eastern Branch: 78 Reade Street, New York 
Western Branch: 238 Chronicle Building, San Francisco 


awe + 


AMERICAN READYITE 


GAS LAMPS ~ LANTERNS ~ MANTLES 





Be ee ere ee 
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THE AXE THAT BUILT A GREAT BUSINESS 
AND A WORLD-WIDE REPUTATION 







The Kelly Brand on an axe or 
other edged tool means REAL 
VALUE: DEPENDABLE 
SERVICE. 


AXES 
HAMMERS 
HATCHETS 
ADZES 
PICKS 
MATTOCKS 
GRUB HOES 
BROAD AXES 
BUSH HOOKS 
GRASS HOOKS 
SCYTHES 


PERFECT 
TEMPER 


Kear) 


The Best Known 
and Known as 


THE BEST 


Kelly Axe & Tool Co., Inc. 


CHARLESTON, W. VA., U. S. A. 
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Garage Door Hardware 
Fire Door Hardware 


Allith-Prouty 








An all-year-round 


SPRING HINGE 


Just because they are called SPRING 
HINGES doesn’t mean that we all can’t sell 
these in the Fall and Winter. 

How about storm, coal room, fruit cellar and 
attic doors?—lavatory and wash rooms in pub- 
lic buildings?—partition gates and scores of 
other places? 


KING 


Take-Apart Adjustable Hinge 


Its trim appearance and popular price help 
sell it but downright satisfaction keeps it sold. 
Order your season’s stock now and be sure to 
have it in time for the early trade. 

The KING Take-Apart Adjustable Hinge is 
made in four types—full and half surface, ball 
and plain tip. Simple, strong, all-steel con- 
struction insures long life and freedom from 
ordinary hinge troubles. The oil tempered 
steel spring is easily and quickly adjusted to 
the right tension for any door. The Take- 
Apart feature allows the door to be taken 
down at the end of the season without remov- 
ing any screws. 

Like all A-P products, King hinges are packed 
in excellent cartons that save shelf space and 
prevent lost parts. Easily packed for reship- 
ment to customers. 


Manufacturers of 
Spring Hinges 





Rolling Ladders 
Overhead Carriers Door Hangers 


Allith4 Prouty, | 





ALLITH-PROUTY COMPANY, Danville, Illinois | 








As Our 51st Year 
Approaches 


Our 50th year—now drawing to a close 
—has more than maintained our un- 
broken record for consistent, continu- 
ous improvement in 


ENNSYEN 
LAWN MOWERS 


and for maintenance of our world-wide 
markets through dominant advertising. 


Moreover, in its closing weeks, this 
Golden Anniversary of ours holds out 
to PENNSYLVANIA dealers every- 
where a very definite assurance of in- 
creasing profit and growing Good Will 
for the approaching first year of our 
second half century. 


y 4 ‘ ; 
Vi, | 
FORMERLY 


w7 JOHN BRAUN & SONS  privavevna 














Be a SN BE ES eo ic 


OPEL 
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1779 — Wire Scratch Brush. 


Osborn Wire Brushes 
Scientifically Treated 


Osborn Wire Scratch Brushes are scientifically treated 
to assure a permanent cutting quality. As is true of 
all Osborn better-wearing brushes, they are built 
specifically for the job. 


In addition to the special treatment of the wire, they 
are also skilfully shaped to make working easier and 
quicker. 


-For removing paint and varnish; cleaning wood, 
stone, brick, metal, iron-work, foundry castings and 
rubber, select wire scratch brushes bearing the Osborn 
trademark for the utmost in efficiency and economy. 


JHE OSBORN MANUFACTURING LOMPANY 


5401 Hamilton Avenue Cleveland, Ohio 


Makers of nationally advertised Osborn Blue Handle Brushes and 
Osborn Du-All Mops, Dusters and Polish 





A BETTER WEARING BRUSH 


Made with curved back. For re- 
moving paint, varnishandrust. 














FOR 






1777—Steel Wire Scratch Brush. A nar- 
row brush for pattern makersand braziers’ 
finishing work, cleaning architectural iron 
work, figured brass and small castings. 
Size }}” wide, length over all 14”, length 
of wire 1%”. 















106 —Butcher's Block Brush. Madeof 
especial drawn and tempered fiat steel 
wire. A very popular number—~giving ex- d 
cellent service. H 


4 


1781—Wire Scratch Brush. Standard 
Shoe Handle Brush for household, auto or 
factory use. 


1780—Wire Scratch Brush. Straight 
back brush with extra long wires for 
eneral use. The wire used in Osborn 








eterna areas 









ratch Brushes is 
tempered steel, 
scratch brush use. 


the first quality 
drawn especially for 











Assortment ‘‘K’’—Containing an 
assortment of 12 fast selling wire 
scratch brushes in attractivecoun- 
ter box. 
















EVERY USE 











2 ee Sa reME oe 
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Like a Good Soldier 


A good nail keeps its head erect, stands 


straight and drives straight. It Laowe its 
duty and does it. The difference between 
an American Steel & Wire Company's 
nail and an ordinary nail is comparable 
to that between a West Point Cadet and 
an ordinary recruit. 

The primary value of anailis in the quality 
of thesteelandin the perfectdrawing ofthe 
wire,thenin theshaping of the head andthe 
cutting of the point. Note the clean, sharp 
point, the firm set head showing ample 
metal, the well-punched barbing and the ac- 


curate gauge on American super-quality nails. 
Test their superior strength under actual usage, 








Itisreal economy foyyour customersto buy super- 
quality nails as an insurance against ruining 
good material. Every keg is packed full weight 
. - » One Hundred Pounds, net, in each keg. 


American Steel & Wire Co. 


SALES OFFICES 


CHICA - «+ »  208So. La SalleStreet NEWYORK . . .« «+, gen t 
CLEVE OND ° « Rpckotatier Building BOSTON. - 2 2 o's 185 nklin Street 
DETROIT Foot of First Street PITTSBURGH . . . « «.. Frick Building 
CINCINNATI * Union Trust Building a ey eee +« « « « Widener Building 
MINNEAPOLIs-- st. phot TLANTA ~ «102 Marietta Street 
° Merchants Rae j "Banik Bidg., St.Pau} Wore ESTER’. “. 5 . .94 Grove Street 
st. Lov ot a a 506 Olive Street BALTIMORE . . . . © 82 So. Charles St. 
KANSAS CITY _. ° 417 Grand Avenue BUFFALO . . — 670 Ellicott Street 
OR AROM A CITY *. First Nat'l Bank Bidg. WILKES-BARRE + « Miners Bank Bide. 
Ewris . Brown-Marx Bidg. *SAN FRANCISCO eee "Rialto Bldg. 
PHIS . Union and Planters Bank Bide. *LOS ANGELES ° E. Slavson Ave 
ALLAS . Praetorian Building *PORTLAND . . 6th and eer Sts 
ENVER Firet National Bank Bldg. *SEATTLE . . 4th Ave. So., . St. 
LT LAKE CITY’. Walker Bank Bidg. | *United States Steel Products Le 





An Extruded Met- 
al Padlock that de- 
fies theft. Pin 
tumbler mechan- 
ism protected from 
dust, and a steel 
shackle, case-hard- 
ened. A _ superior 
lock for your 
spare tire, garage, 
ete., where the ut- 
most in security is 
desired. 





No, 2880 A. T. G, 


A Padlock Assortment for 


Automobiles, Motorcycles, 
Bicycles, etc. attractively 


mounted on a steel display 
panel. Assortment consists 
of 1 1/6 doz. padlocks of va- 
rious sizes. Panel measures 
20% x 9% inches, finished in 
circassian walnut, and can 
be suspended by the chain 
from the top or swung by 
hinges on the side. Each 
lock is numbered with a 
brass tag mounted on the 
panel. 











W. C. 1 Display Card 


This attractive display card, lithographed in 
seven colors, showing a few of our most popular 
padlocks, will be sent to any dealer upon re- 
quest. 

Padlocks, Automobile Locks, Cabinet Locks, 
Trunk, Suitcase Locks and Trimmings, Miscel- 
laneous Hardware, Keys and Key Blanks, 
Apartment House Letter Boxes and Home 
Saving Banks. 


CORBIN CABINET LOCK CO. 


THE AMERICAN HARDWARE CORPORATION : : Successor 
NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 
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GRIFFIN No. 550 Wrought Steel 
Chain Bolt is a durable spring bolt 
for fastening top of door. Has de- 
pendable music wire spring and is 
constructed so as to latch easily 
and readily when door is closed. 
Easily reversed, permitting use for 
either right or left hand. Japanned 
or galvanized finish. 


— o- — 





| 
| 
| 
Additional Wrought Steel Chain and Foot 
Bolts and Garage Hardware are shown in 
the new catalog of GRIFFIN Hinges 
just off the press. 

| 

| 


— 


Va’ a we = 


YRIEFIN | 


Manufacturing Co 
ERIE PENNSYLVANIA 


Branch { NEW YORK 45 WARREN ST*CHICAGO 555 W RANDOLPH ST || 
“Oo; FiC€S_ |, BOSTON 124 PEARL STSSAN FRANCISCO 703 MARKET ST 














your order to 


your dealer— 


He can supply right off his shelves, 
with any assortment of 


Genuine 


ARMSTRONG 


of Bridgeport, Conn. 


PIPE TOOLS 


that you may require for your work. This procedure 
saves your time and will get the tools on the job 
promptly. You don’t have to wait for days awaiting a 
shipment from our factory. 





The above advertisement, which appeared in Powder, is 
typical of all Armstrong advertisements in class publica- 
tions, which are asking mechanics 


To Buy from You Instead of Us 


We want the dealer to get this business and make a 
legitimate profit on every ARMSTRONG tool safe. We 
urge mechanics to go fo the retailer, and thereby gain 
the saving in time which buying from you insures. 

The sale and use of GENUINE ARMSTRONG Pipe 
Tools, backed by 61 years of experience, will always 
result in unfailing satisfaction to both dealers and cus- 
tomers. 





Keep stocked. Please order from your Jobber instead 


of sending to us. 


THE aa cena MFG. CO. 


Our Only Address 
Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 





“ARMETONG’ 


STOCKS, DIES , WAT rr AS 4° STEAM FITTERS’ 
TOOLS AND THREADING MACHINES: 

















ee 


— 
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PN Carry Less” 


oui 
Sell More 


What's the use of carrying a lot of 
sizes and styles of Tacks that are 
unnecessary? 


In the ATLAS line of Tacks no 
difference in sizes of less than 
1/16” are necessary. 


And only styles that have proved 
salable are manufactured. 


These facts enable dealers to carry 
less stock, and sell more; because 
ATLAS quality is always in de- 
mand, and full count and weight 
are guaranteed every customer. 


Send for Complete Catalog 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


The largest and oldest yoy of Tacks and Small 
Nails in the world. 


Established in 1810 














—‘‘Number, please?” 
—“‘Yes, that’s all that’s required to cut 


a perfect key on 





THE (0) UNIVERSAL 


“Takes the guess out of key cutting” 





A Code key cutting machine, requiring neither skill nor experi- 
ence to operate, with a reputation established by conclusive test 
and popular approval, this machine stands ready to supply cut 
automobile keys hy number from code at a moment’s notice. 


Full information upon request. 


QDINDEPENDENTIOCKCO.(> 


Fitchburg, Mass., U. S. A. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
Knob Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Ete. 











The Hardware Store 


Is the Hunter’s Arsenal 


Will He Find YOUR 
Products There? 


’ 








Guns, ammunition, hunting knives, hunters 
clothing and all the incidentals that appeal to 
the hunter are sold by hardware dealers 


throughout the country. These dealers keep 
in touch with the manufacturers by reading 
the advertising addressed to them in their 
business paper—HARDWARE AGE. 


Tell the hardware dealer about your product 
in the same manner and put yourself on an 
equal footing with your competitors. 
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Steel-Handle Wrench— 
The Strongest WRENCH Ever Constructed 


Those are strong words, but the COES Steel- 
Handle Wrench backs them up. 


In the shop—on the railroad—in the mine—on 
the steamship—in the power plant—on the sky- 
scraper—everywhere and every place the COES 
is built to stand the pace. Keep supplied. 


Your Jobber will supply you. 


COES WRENCH COMPANY 


“In business since 1841” 





i a} Worcester Mass. 
I’ (a 
— uyels ; 
Gtalog J. C. McCarty & Co.................253 Broadway, New Yor 
Selling Agents John H. Graham & Co....... 113 Chambers Street, New York 
Also 61 Shoe Lane, London, EB. C., England 
Fenwick Freres................ 8 Rue de Rocroy, Paris, France 



































Spruce Up and Sell Spruce Ladders 


Send Us Your Order for Winter Shipment. 
We Will Give You Spring Dating and Guarantee the Price. 


Ladders and Step Ladders 


Everything Made from Strictly Air Dried Spruce. 
Dried by Ourselves—Giving Stock Full Strength of Wood. 




















| Prompt Shipments 
p 
_ Write for Prices. We Pay Freight. 


Ch yew. BABCOCK (C2, Bath, NY. 
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Swedish 
Pansar 








Flexible 
Blades 
Tanged 
Half-Round 
Bastard 








Smooth Guaranteed 


We carry a full line of files, chisels and pliers 


Write for catalogue. 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 


107-109 Lafayette St., New York, N. Y. 


Minneapolis, Minn. 304 Railway Exchange Bidg., Montreal, Can. 


Seattle, Wash 


Best Known — Most Used 


Hose Clamp in the Industry! 


Universal Hose Clamps have 
achieved this distinction 
through their out - and - out 
good quality and the equi- 
table and square sales policy 
GF roan tesiteen int int An E> ~ soit ame they are dis- 
(« eleleleieisiciwe Your guarantee is the name 
“Universal” stamped on 
each clamp and printed on 
each carton. Look for this 
name when you buy and be 
sure you get what you ask 
for. 
Their size adaptability, ease 
of installation, leak preven- 
tive feature and_ rust-proof 
construction make them all 
that a good clamp should be. 
Universal clamps are manu- 
factured from cold _ rolled 
steel wire—not strap. Their 


edges are smooth. Every 
clamp is “Electro - Galvan- 
ized.” 


One size—1 to 3 in.—fits any 
hose of any size. For oc- 
casional needs of small hose 
we make a Junior Clamp 
adapted to 4% to 1% in. ad- 


justability. 
Universal 
Merch’ abe rst Industrial Corp. 
— Hackensack, N. J. 


HOSE 
CLAMP 


Adjustable to tet arzy hese of ary size 





Need no “Pushing”?! 


Mephisto No. 8 bits are made to comply with 
exacting Carpenter’s specifications—Will cut 
under light pressure. The point of Mephisto 
bits draws the blade firmly into the wood, 
assuring a crisp, clean cutting job from start 
to finish. 


W. A. IVES MFG. CO. 


Meriden, Conn. 











The “Premier” 
Ball-bearing—Adjustable Tension 





Type 4001 


Consider the Life of a Hinge 


The life of a hinge is governed by the durability 
of the parts which must stand the most wear. 


The “Premier” Spring Pivot Hinge has been 
designed with a drop-forged piston, hardened 
steel roller-bearings for the eccentric, compres- 
sion spring of tempered steel flat wire and ball- 
bearings to carry the weight of the door. 


These features make it the “Premier” hinge of 
its class. 
Send for Catalogue H-42. 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U. S. A. 
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72% Greater Holding 
Power Than Wire 
Nails. Won't Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
Mekers of Out Floor Notls, Riso Haré 
Floor Ni Le 


jeadless Out Foundry, Bleck end Gel- Yy 
sentoed Out Shingle, Cut Clinch end 
Veils. f, 
Y), 


CUT NAILS 










and Millions 


Of People Are Pushing 


\ ‘ \ | BOMMER SPRING HINGES 


When Opening Doors 





Follow 
the Line of Least Resistance 


Stock and Push Them 


Bommer Spring Hinge Co., Brooklyn, N. Y. 





REA 








Millions| 











Bigger and Better Holiday Sales 
The familiar ; and Profits 





phrase “As good ne 
as Wright” sug- eh Cm 
gests that there is 8 | Gy! i i Be aig: oll 
one sure way of ae ite! Vag # Hee . 
getting the high a 
grade hexagonal 
netting and. wire 
cloth that others 
aim to equal. 








ag a... e ; 
Simply specify gig ee st ie cis 
“Superior Brand” 
G. F. Wright Steel ‘ ma : 
& Wire Co. Business Building Store Fixtures 
There is still time to install new display tables or wall cabinets 
Worcester, Mass. before your holiday rush. They will make many extra sales 


and save time and expense of extra floor salesmen,—in fact, dis- 
play tables often pay for themselves in one holiday season. 


a aa aa eersennes Cone on aa So ae ee 
700 Bryant St., Montpelier, Ohio 
W. C. Heller & Co. 20 Vesey St., Suite 500, New York City 
©) Tables for Holiday Goods 0 New Type Saw Rack 
C) New Design Cutlery Case 0 Display Door Cabinets 


U. S.A. 





PE 5.ds Seng depasiadiedsncokdnceshesessucetceqeanesen 
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LUFRIN ee. 


MOST FAMILIAR TO USERS EVERYWHERE; 
HIGHEST IN THEIR ESTIMATION 
SELL READILY; 
YIELD THE DEALER PROFIT AND SATISFACTION. 












We Offer Also GENUINE STAINLESS STEEL TAPES 
SAGINAW, MICHIGAN 
SEND FOR CATALOG THE [UFAGN fpuLe C0. NEW YORK WINDSOR, CAN. 

















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


CONTENTS 

Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c —— Stores carrying hardware in the 
United States and 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

- Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 


Oliver 


Quality and 
Service 












Ged P Mail Order Houses handling hardware and housefurnish- 
ings. 
Woodenware and Willow-ware Wholesalers. 
Bolts of All Styles—Nuts— Paint, Oil and Varnish Jobbers. 
i —_ a Radio and Electrical Goods Jobbers. 
vets asners agon Plamb 4 Th Ps Fagg se 
° a umbers an mners Supplies Jo! rs. 
ae tyre na oe — Membership Lists of Hardware Associations. 
A rac F ~s rac peaneese age orn ag a id bd gm and a is pate 
00 s—C( ‘ar orging: a e in economic rect-by-mail promotion work a al a 
el ide for sales lh E les ma should 
og Ey on his desk, = yay cntasmdin could profitably ea rry 
GALVANIZED or PLAIN a copy in his grip. Since the previous issue was published tere 
have been more than 10,000 additions and corrections, and these 
all appear in the current Highth Edition. 
Hardware Wholesaler. V Thst of great value ia 
Geo ' “checking” ‘owe retasl prospect My 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th Se. New York, N. Y. 


OLIVER IRON AND STEEL CORP. | 
Pittsburgh, Pa. 

















— © | 
lity S 869 : 
Quality Since 1 : ZB Unew bas wine 


a — Weather Strip saeaa- ated all Fy my 2 


= + tl aedet oa America for 58 years. 
Convenient to stock, easy to handle, and quick to sell 


good profit to you. 
ad ’s Quality Weather Strip from your job- 


ber. We will be glad to give you the name of the 
nearest distributor. Write us. 














ares 
ion) 
Meta-Felt Seal-It 
r qr (Steel and we ee (Wood and Felt) 
Yrou seo (All Metal) 
peat eae The D. W. Bosley Company 
Chicago 
© 
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Mathias 


Sinee 1857 


& Sons 






ma TACKLES SAFETY STRAPS 
a et / CLIMBERS LAG WRENCHES 


Srey PLIERS TOOL BAGS TREE TRIMMERS 
BELTS WIRE GRIPS SLEEVE TWISTERS 













Bores Any Arc 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 





Two Lively Spring Numbers- 
HANDY GRASS SHEARS 





FORSTNER 
Labor Saving 


AUGER BIT 


‘e a Length 13 in. 
> Blades 6 in. 
No. 117 






FAST SELLING 


highly efficient shear for trim- 
ming grass. Has none of the faults 


















M of the old sheep shear pattern. : ‘ 
_ any The NATURAL GRIP fits the 
of a Circle N hand and makes the shears a pleasure to use. 
WwW U Special spring washer and catch. 
e ses Best of materials and highest grade finishes. Popular prices. 
The Forstner Auger Bit, un- . 
‘like other bits, is guided by ite Sevmova Smite = PRUNING SHEARS 
circular Pa =. ~“{ its center, 
consequen it re any arc of - . 
« circle, and can be guided’ te any vat A complete high 
direction regardless of grain >, knots. grade line of tree 
leaving a rrue ished surface. Takes uf. , pruners, lopping 
the place of a 1, gouge, scroll-eaw, or i shears, pruning shears, 
lathe tool combined. For core boxes, fine _ etc. Attractive fin- 
and delicate patterns, veneers, screen work, Vineyard Pattern ishes, durable and 
scalloping. fancy scroll twist columns, newels, efficient cutters. De- 


 tibbon molding and mortising. signed for satisfaction. Our catalogue ‘‘C” covers this 


ne. 
| NOW IS THE TIME TO RDER—SEND US YOUR 
ORDERS AND INQUIRIES. 


SEYMOUR SMITH & SON, INC. 
OAKVILLE, CONN. 
SALES REPRESENTATIVES 
JOHN H. GRAHAM & CO. 
113 Chambers St., New York. 268 Market St., San Francisco. 

















+ Patented) 





The Hose Is Not Always to Blame! 


Leaky garden hose can often be traced to the fittings—im- 
proper couplings or carelessness in clamping play an impor- 
tant part in the life of a garden hose. 


Sherman Wrought Brass Fittings are the standard mainstay of dis- 
criminating dealers. Permanent, rust-proof and of the highest quality 
material. They offer longer wearing features. When you sell hose 
sell Sherman Fittings. They cost no more. 

Sherman Hose Couplings. The best that Sherman Heavy Wrought Brass Clamps. 
can be made. Of fine appearance with The Genuine. Rust-proof clear through. 
accurate machine cut threads and deep, No other material will last on hose like 


. . brass. Sherman Clamps are made to give 
clean corrugations. Made in %—%A—% satisfaction. There is a clamp fot every 


and % inch sizes. purpose and any size. 


H. B. SHERMAN MFG. CO. - BATTLE CREEK, MICH. (Patented) 























25ND gma 
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HOLD-TITE 


A new 4 dozen package to re- 
tail at 10c., with a fine 4 color 
counter card to display it. 
Sells on sight. Larger turn- 
over. Greater Profits. Order 
a trial case today. 





Apex Stamping Company 
Dept. EM Riverdale. Ill. 








ANCHOR 
All Steel 


TRUCKS 


Your customers will welcome an intro- 
duction to this truck, Made in all 
types and sizes. 

Ask your jobber for complete informa- 
tion or write to us for Catalog 102. 


Anchor Post Fence Co. 

9 E. 38th St., New York, N. Y. ‘ps 
Branch Offices in Principal Cities ic Pi. 
eee 








STRONG as steel 
LIGHT as wood 











The SNELL CONSTRUCTION BIT 


Stiffer, Stronger, Tougher! 

The Screw, the Spur, the Throat, 
the Cutting Edge and the Clear- 
ance are the important points by 
which a bit is judged. All Snell 
bits are judged by these points. 





Wiite for catalog today. 








Snell Manufacturing Company, Fiskdale, Mass. 
Sales Representatives: 
John H. Graham & Co., 113 Chambers St., New York City 


Banks Removable Steel Clothes Posts 
for Wash Day 


Costs less than wooden posts and lasts 
as long as the house. Price within 
the reach of everybody. 

Made of the highest grade carbon 


steel obtainable. The “Ace of Clubs 
Top,” our trade mark, identifies. 


If your Jobber can’t supply you, write for pct GS 


prices and folder describing Banks (PAT- 
ENTED) Green Enameled Clothes Posts, 
Pulley Poles and Flag Poles. 





Banks Steel Post Company 
128 Wakeman Ave. (North) Newark, N. J. 








This Handsome Metal Display Cabinet 
Free with Every Premax Order 


There’s no time like the 
present to cash in on 
house numbers. Write us 
for full details on this 
modern sales method and 
its complete assortment 
of Premax House Num- 
bers, including the popu- 
lar Hy-Caste and De- 
Luxe Models. 


PREMAX PRODUCTS 





The Promes Houseful 
NIAGARA mmr AL STAMPING Sr oadss diner ont 
Dept. HA-6 i Ay K aa 

Niagara Falls, New York orderly. 











Look for the full name 
Russell Jennings 


amped on the round relent 
Auger Bits 
as, &. e twist auger } t 


Russell Jennings Mfg. Co. 
Chester, Conn. 


t 


ol 


me 
sell Jennings in 








Build Trade 
With Toys 


Only a few years ago Toys 
were looked upon as a novelty 
in a Hardware store. 


Today Toys are a staple in 
many Hardware stores and all 
who sell them agree that noth- 
ing so attracts the trade of 
Boys and Girls. 


You can keep posted on 
what is New in Toys, as well 
as New methods of displaying 
and merchandising them by 
reading Hardware Age. 


HARDWARE AGE 


239 West 39th Street, New York, N. Y. 
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Moore <> 


FLEXIBLE RUBBER TUBING See 
Thumbtacks | TACKING FLAP that hole! 
(Sharp Steel Points) 


AIR-TIGHT ° 
le “E” All Brass 36 - 10c Blocks k od 
oo Enameled Colered, Red, White La ewo MOISTURE-PROOF Weatherstri 
and Blue 36 - 10c Blocks Pen The hole forms an air-tight cushion when doors or 
As ts in windows are closed against it. Wind, rain, 
Counter Displays Dealers $2.10 cannot get in. 
— ee eee Se Made of specially prepared weather-resisting rubber 
Celluloid Covered & Num- that won't freeze, harden, or crack. Lasts for years. 
be dS Thumbtacks Very easily applied. Priced low to meet competition. 
ered ocreen . Packed in cartons of 100 ft. and on reels of 500 ft. 
Moore Push-Pin Co. Sold at any length, cut from reels, at 7c. per foot. 
(Wayne Junction) Philadelphia, Pa. 
Originators of Moore 
Push-Pins and Moore 
Push-less Hangers used 


in Nearly Every The Lakewood Rubber Products 
“E” Display Up Things’. Est. 1900 6927 Carnegie Ape. 





or dust 





Send for Samples and Prices. 














Co. 
Cleveland, Ohio 











Two Good Can Openers 


Our No. 200 at left has a double ' 
notch cap lifter in handle for 
opening glass jars with vacuum 
caps. Our No. 100 at right has 
sharp point which pierces can 
easily and a hardened and tem 
pered blade which cuts without 


tearing. Both have corkscrews. 
sie , 
THE TOLEDO WHEEL- . Please order from our 
BARROW COMPANY ee 
Toledo, Ohio 
Branch Offices and Warehouses t John H. Graham & Co., Ine. 
>| de F eM ” 
233 ‘North 13th St. 113 Chambers St. 


WHEELBARROWS 


Exclusive features of design and construction put the Bull 
Frog line in a class by itself. Our No. 101 is the last word 
in general purpose low priced barrow for home use. Other 
Bull Frog barrows, carts and scrapers for every garden, 


farm, mill, mine, contracting and industrial use. Write for 
catalog. 


fa 


@. sy 


SOAK he 


Sales Representative 





New York City 


Chicago 
69 E. Wacker Drive 








MILBRADT oe 
LADDERS PP shir, sais 


Specially designed for 
wet garages, factories, ware- 
(8 houses and fire doors. 
Will pay for themselves in a Locks and unlocks top 
short time by enabling you i and bottom bolt with 
to wait on more trade, save one turn of ‘handle. 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date, 
Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 
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|| i Prevents accidents, broken headlights 
| ) and bent up fenders. Operates by 
Milbradt Mfg. Co. : 
2411 N. 10th St. 


hand or foot. 
For prices and further information 
St. Louis, Mo. 


write today to 


; Phenix Mfg. Co 
Holder No. 52 032 Center Street Milwaukee, Wis. 


MYP2S Tapocas 


MODERNIZE 
STORE METHODS 


om To provide adequate storage facilities for 
“ 2 , é shelf stock—to make it accessible and con 
EMING “Oil-Rite”(Automatically ‘ venient for clerks and stock men to handle with 
b se oy so ge prc merce PAO absolute safety—to insure quick service for whole- 
scannl Seay well caine outfit is y Sw sale or retail trade — install one or more 
illustrated at the left. Simplicity of n'y 4 MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
construction, unusual accessibility, wee ties Deep tread steps, full length hand grips, rubber tires, 
and durability are outstanding fea- overhead track system, firm construction throughout, 
tures of Deming Automatically Oiled eliminate vibration and noise and produce a ladder 
noe ebb lett heen of ample strength for safety, convenience and 
plete information send for Catalog G. efficiency One style only—neat of design— 
THE DEMING COMPANY attractively finished —any height — 
Established 1880 Salem, Ohio |} easily installed—meets most 


requirements. Circular 
HAND AND POWER PUMPS — 
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| following this page 
is the ELECTRICAL GOODS SECTION 
of HARDWARE AGE. In this section 
you will find proven ideas that will aid 
in the betterment of your electrical 
goods department. We call your at- 
tention to some features: 


@ On Page 20 is a very constructive story of 
a hardware merchant who sells the electrical 
idea to his customers; assists them in getting 
adequate wiring for their homes at the right 
price. He does this to build his volume in ap- 
pliances and wiring materials and he considers 
the time and attention given to this promotion 
of the electrical idea as a good investment. 


@ On Page 41 is a story of a hardware mer- 
chant in a town of 3000 who gives a Radio 
Show at the beginning of the sales season and 
regards it as a valuable effort. 


@ On Page 18 is an idea worked out by one 
of the largest stores of the country that can 
be applied to every store selling kitchen 
wares. Not in full, of course, but in propor- 
tion to stock and volume: 
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A Sheet Cut to Cleaner Sales 


One unfailing short-cut to vacuum cleanersales 
is to say “This cleaner is made and guaranteed 
by General Electric.” One can hardly say more 
than that with a dozen sales points. 


Your customers know the name of General 
Electric—know what it stands for. They buy 
the product because they have confidence in 
the name. Use the name...and sell the cleaners. 


I'm interested inthe profit I can make from selling 
G-E Cleaners this Fall. Send details— no obligation. 








The six exceptional attachments are connected by swivel 
joints that lock and make them particularly easy to use. is kn Re aa a adc a 


GENERAL @ ELECTRIC 
Vacuum Cleaner 


7” BRIDGEPORT, CONNECTICUT 





MERCHANDISE DEPARTMENT ~ GENERAL ELECTRIC COMPANY 

































@ 5uis new wonder-nozzle 
£5] of the SUPER ROYAL 
CLEANER with its 624% 
more suction, is sweep- 
ing all competition before 
it ++ Someone near you 
is going to sell the Royal. 
Why not you? 














GRoyat's Rug-to-Floor 
Nozzle thoroughly surface- 
cleans and vacuum-cleans 
rugs, then, without manual 
adjustment, runs off on to 
the bare floor and cleans 
hardwood, linoleum, 

concrete. 






ELECTRIC CLEANER aud POLISHER 


Gets all lint and hairs and all deeply embedded dirt. Sands, cleans, waxes and polishes hardwood floors. 


Gre P. A. GEIER CO., 540-560 East 105th Street, Cleveland, Ohio 


«Manufactured in Canada by CONTINENTAL ELECTRIC CO., Toronto, Ont. 
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Most Startling Announcement 

















Hamilton Beach 


BRUSH 
Sweeper 


MOTOR 
Vacuum 


(NOG 


Opens New Profitable Field 


This high quality Vacuum Sweeper, at a 
price lower than most machines cleaning 
by suction alone, offers a profit oppor- 
tunity ever before approached in the entire 
appliance field. Without costly resale ex- 
pense you can sell easily the countless 
housewives in your city who have long 
needed and wanted a motor brush machine 
but wouldn’t pay the high price asked. 


Even Greater Cleaning Efficiency 


As the result of nine years cleaner manufac- 
turing experience, this new machine was 
introduced early this year at $62.50. On 
March Ist the price was reduced to $52.50. 
It is unqualifiedly the finest machine Ham- 
ilton Beach has ever produced at any price. 
No machine built today offers more in re- 
liability, cleaning efficiency, ease of handling 
and freedom from service troubles. Only our 





: oe 
a) attachments 


enormous resources and manufacturing 
facilities enable us to produce this remark- 
able cleaner at the new, unheard of, low 
price of $39.50. 


Revolutionary Selling Plan 
As revolutionary as the price, our new 


sales plan eliminates the need of costly sell- 
ing expense. Rapid turnover is assured. 


Every Practical Sales Help 


This cleaner will be backed by an aggressive 
advertising campaign and all kinds of dealer 


sales helps will be furnished FREE. 
Margin Is Right 


We have always fully realized that a good 
margin is necessary to a Dealer’s Success. 


The margin on this sweeper is surprisingly 
generous. You'll be astonished to know 


how large it is. 


HAMILTON BEACH Mpc. Co., RACINE, WIS. 


QATAR 



























Two Year 
Guarantee 


This machine is guaranteed 
for TwoYears. The guarantee 
covers entire machine, in- 
cluding brush, belt and bag 


was The IDENTICAL 
MACHINE was | 


O2e. 


\.. 


Ball Bearing 
Motor 


Never Requires Oiling 














Powerful Suction 


Beating Brush 
Action 


Sweeping Brush 
Action 


e 
° = Sr ee me Re se aN, SoS = : 
HAMILTON BEACH MBG. CO., Razine, Wis. ! 


Please = us on por caged rae Selling Plan | Learn about sell- 

on your Vacuum Sweeper, without obligation. | ing p la n th at 
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eliminates costly 


wt resale expense 
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Deliver Your Service 
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HEN you sell a vacuum cleaner, t 
a washing machine, an ironer, or 
other motored appliance having a 
ball-bearing motor, you will know 
that little or no “free service’’ will 
follow the sale. For those tiny ball- 
bearings — if of the right type, rightly 
mounted — at once eliminate 60 to 
75% of the troubles you'll otherwise 


More “NORMA” Precision Ball 

Recdisak dneaeht aay tn have to correct, later, at your own 
electrical utilities than of all other expense — troubles due directly to 
ball bearings combined. Their eae 

leadership is the reward of the neglected oiling. And your customer 
pioneers in this advance. Ask us will have a better, cleaner, more effec- 
to name the appliance manu- z A - 

facturers who can provide you tive, more lasting appliance. 


this great improvement. 


NORMA-HOFFMANN BEARINGS CORPORATION 
STAMFORD,CONN. - - U.S.A. 
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CLSTON 
BALL BEARINGS 
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CnrISTMAS selling 


the Ball-Bearing 


BEE-VAC 











Consumer’s Price 


Model ‘“‘G” 


bronze bearing 


BEE -VAC 
$2950 


Attachments $5.00 


(Look for the 
Purple Bag) 


Write for details 
of the handy new 
BEE-VAC Junior 
Vacuum Brush. 
Consumer’s Price 


$19.50 


PUPP IUPUI PAE VE AF AED WEA OA 


Electrical Goods Section 








Consumer's Price 


$3475 


Attachments $5.00 


your Stocks are ready 


for the holiday rush! 


HAT BEE-VAC did last year, 

it will do in a still larger 

way this year... prove a big 
factor in boosting Christmas sales 
for many dealers. 


For the Ball-Bearing BEE-VAC is a 
finer cleaner in every respect. Its 
amazing suction power, its unusual 
convenience, its smoothness of oper- 
ation, its unfailing dependability, 
and its remarkably low consumer 
price of $34.75 (attachments $5.00) 
—all are features which win instant 
attention wherever it is shown. 


For you, the BEE-VAC holds many 
special features at this time. More 
liberal discounts on the ball-bearing 
model; still easier selling, over-the- 
counter, like staples; no costly home 
demonstrations; and a two-year guar- 
anty, covering ¢very part. Greater 
profits and lower selling costs—could 
you possibly ask more? 

Write for complete details and 
new discounts. 

Address Birtman Electric Com- 
pany, Dept. D-266,4140 Fullerton 
Avenue, Chicago. 


Ball-Bearing 


BEE-VAC 


Electric Cleaner 


RAPID THOROUGH SAFE 
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Chicago Invites You 
CThe Great Cen sna Market Week 


November 26, to December 3, 1927 


All Chicago manufacturers and wholesalers jointly urge 
you to attend The Great Central Market Week. 


Chicago will bein gala mood, with the great International 
Livestock Exposition under way, ap unprecedented Grand 
Opera and theater season in full swing, a football game 
of national importance, and scores of other attractions. 


All Chicago will hold open house during The Great 
Central Market Week, and ample hotel accommodations 
are available. Thousands of merchants will take advan- 

tage of this opportunity to make market contacts, 
and get both ideas and merchandise which 
will make 1928 more profitable. 
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ATWATER KENT 


RADIO 
1928 


An Announcement by 


A. ATWATER KENT 


iB IS only right that purchasers should share in the 
results of up-to-date manufacturing methods. This is 
the tendency of the times. 


In our 15)4acre factory our production engineers and 
other experts, since the inception of radio, have been 
working out manufacturing economies, possible only 
with operations on a large scale. 


These advancements have enabled us not only to 
maintain but constantly to improve the quality of 
Atwater Kent Radio. 


Therefore the public will receive the benefits of a 20 
per cent average reduction on all our radio products, 
beginning immediately. 

The new prices are in keeping with the long estab- 
lished Atwater Kent policy of sharing with the public 
the results of economies as fast as they are put into 
practical operation. 


CA. Ch ted® HG 


ATWATER KENT MANUFACTURING COMPANY, 














ATWATER KENT 
RADIO 


The vast momentum of popular 
demand makes possible amazing 
new prices for 1928 


RECEIVING SETS 


Model 35 . . . $49 Model 33 . . . $75 
Model 30... 65 Model 32... 90 


RADIO SPEAKERS 


Model E ... $24 ModelsHandG. $15 
Model L . . $12.50 


“B” POWER UNIT 
Type R... $39.50  TypeS.. . $44.50 


Effective Now 


Prices slightly higher from the Rockies West, and in Canada 


A. Atwater Kent, President, 4736 Wissahickon Ave., Philadelphia, Pa. 
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~ &€ A 99 Contains no 
Balkite battery. The 
same as Balkite “AB” but for the “A” 
circuit only. No a battery and charger 
but a perfected light socket “A” power 
supply. One of the most remarkable 
developments in the entire radio field. 
Price $35. 






~ €€ 1”? One of the long- 
Balkite B est lived devices 
in radio. The accepted tried and proved 
light socket “B” power supply. The 
first Balkite “B,” after 5 years, is still 
rendering satisfactory service. Over 
300,000 in use. Three models: “B”-W, 
67-90 volts, $22.50; “B”-135,” 135 
volts, $35; “B’”-180, 180 volts, $42.50. 
Balkite now costs no more than the 
ordinary “B” eliminator. 


a 


Balkite Chargers 
Standard for “A” batteries. Noiseless. 
Can be used during reception. Prices 
drastically reduced. Model “J,”’* rates 
2.5 and .5 amperes, for both rapid and 
trickle charging, $17.50. Model “N”* 
Trickle Charger, rate .5 and .8 am- 
peres, $9.50. Model “K” Trickle 
Charger, $7.50. 


*Special models for 25-40 cycles at 
slightly higher prices 
Prices are higher West of the 


Rockies and in Canada 
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The swing to Balkite 


is no accident 


There is an enormous swing to Bal- 
kite in the Radio Power Field. Balkite 
sales are greater. The number of Bal- 
kite dealers is greater. The number of 
jobbers who want Balkite is greater. 


This swing is not an accident. In 
fact, when in the settling-down stage 
of any industry the trade begins 
showing a decided preference for one 
manufacturer it is never an accident. 
What has happened is that time and 
experience have made clear to both 
jobber and dealer which lines are 


profitable and which are not. 
Why the swing should be so de- 


cisive at this particular moment in the 
case of Balkite is quite clear. 


First: Year after year Balkite has 
been the pioneer in its field. This year 
as usual the Balkite line is the most ad- 
vanced line of 
Radio Power 
Units on the 
market. Out- 
claimed all sum- 
mer bya score of 
lines, the sea- 
son’s best sel- 
lers are again 


Balkite. 
Second: 


Time shows 





Licensed under Andrews-Hammond patent 


Balkite ““AB”’ Contains no battery. 


A complete unit, replacing both ‘‘A”’ and ‘‘B’’ batteries : 
and supplying radio current directly from the light socket. _ trate on Balkite 
Contains no battery in any form. Operates only while the 


and reliability of the Balkite electrolyt- 
ic principle. Electrolytic rectification 
is not only more popular than ever 
with the trade but its advantages are 
so great that other large manufac- 
turers are using it under license. Bal- 
kite has now three licensees in the 
radio field: Vesta, USL and Gould. 


Third: Balkite’s reputation has 
been built by performance at the 
hands of its owners. Once sold Bal- 
kite radio power units stay sold. We 
believe that the Balkite service record 
is unequalled in the entire radio field. 


Fourth: Balkite is the third 
largest advertiser in radio. Balkite’s 
consistent advertising is only part of 
a larger policy that has always given 
the trade every possible help in sell- 
ing its goods to the public. 

The swing to 
Balkiteisonlyan 
indication that 
Balkite policies 
are bearing fruit 
in profit to both 
jobber and deal- 
er. The line is 
m complete. With 
© it you need no 


other. Concen- 


more and more set is in use. Two models: “AB” 6-135,* 135 volts ““B”’ and you'll make 
current, $64.50; “AB” 6-180, 180 volts, $74.50. Special 


the correctness 


model for Radiola 28, $63.50. money. 


FANSTEEL PRODUCTS COMPANY, INC., NORTH CHICAGO, ILLINOIS 


Balkite 





Radio Power Units —— 
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HEP yourself by letting this high compres- 
1 sion lamp salesman and nine other power- 
ie ful National Lamp Works displays build your 
ie National Mazpa lamp sales up to the profitable 
| peak where they belong. 


HERE’S 





Please send me the Bell Boy cutout at once and continue 
sending me your window display service (which includes 
10 complete trims) for one year. My check for $5.00 is 
attached. 


Sales Promotion'Department —‘National Lamp Works of G. E. Co. — Nela Park — Cleveland 











Here is the most powerful 
lamp-selling cutout we have 
ever seen. Youwant it. The 
bell boy is thirty-eight inches 
high. He holds real MAZDA 
lamps on his tray and offers 
them with an irresistible 
smile. 





NATIONAL 
EVAN 





HELP YOURSELF 


Help yourself by investing only $5.00 in a 
year round display service that costs us many 
times $5.00 to produce. “It’s the greatest 
selling service in the world,”’ is what those who 
are using it say. Help yourself now. 





HOW 


Name 
Street Address 
City State 
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In This Issue— 


This is the story of a hardware man who undertakes to 
aid his customers get properly wired homes so they will 
buy more appliances and supplies. He is not exactly 
happy over the light and power company competition, 
but he goes ahead selling. 


This is a big store idea that is applicable in a measure to 
any store that sells kitchen supplies. All it needs is the 
right woman and a space for her to act as advisor and 
demonstrator as well as saleswoman. 


Another of Guy Hubbart’s constructive articles. He shows 
that appliances will justify more advertising than stock- 
ings, because fewer people know about them and will be 
impressed by proper advertising. 


This is an experiment in standardization of quality of 
electrical materials. We do not approve of the theory 
of censorship but this tells of one of the happenings of the 
day. 

ELECTRICAL GOODS IN PICTURES 


Last issue we suggested a radio show in your store to open 
the season. Now we tell about a show in a town of 3000. 


Kaufmann & Baer of Pittsburgh thought so well of their 
first electrical show that they repeated and drew larger 
crowds and did more business. 


This is a story that tells how the results shown on pages 
28 and 29 were obtained. You. can do the same thing 
in your town. 


An observer watched a hardware clerk over a period of 
weeks and here he tells how this youth made greater 
sales in many instances than the customer asked for. It 
is one of the secrets of good salesmanship. 


I Woo xs fae in GON Oe eR Renee EN ey < wa.0s 37 
Ruelius Puts Selling Before Competing............... 20 


Macy’s “Home Center” Builds Volume................ 18 


The Appliance Merchant Must Keep Pace With Demand 24 


Appliance Business Thrives Under Censorship......... 38 


$15 for a Title for This Picture................... 27 
Denver’s Great Christmas Lighting Campaign.... 28 
EER NGAL FINE EI on oo sinus cr ges 0d bin cienne 32 
Department Store’s Electrical Show.............. 34 
Radia mew ie Seidl) Tee a. =; . ays ceiee ves he eos 23 


A Store’s Second Annual Electrical Show............. 22 


The Pictorial Review of the Show Is on Page......... 34 
Denver’s Christmas Lighting Campaign............. 23 


Stepping Up the Gales Ante... . 62.5.2... ec eedeeees 40 


More and Better Sales by Better Salesmen............ 42 
Stores Are Asking Exclusive Sales Territory.......... 52 
EE PE Foe he Pn eee 63 
PN oe 0s, es ob side ede nee eet on 56, 58, 62 





GEORGE H. GRIFFITHS, General Manager 


CLYDE JENNINGS 
Editor Radio Editor 


SPENCER PHILLIPS LEROY STAUNTON 
Eastern Advertising Representative Western Advertising Representative 
239 West 39th St. 1505 Otis Building 

New York City Chicago 


ARTHUR SINSHEIMER 


Publishing Address U.P.C. Bldg., 239 W. 39th St., New York Ctiy 





Of Mutual Interest 


ECENTLY the light and power 
R companies of the country, 
through their organized 
spokesman, made a gesture of friend- 
liness toward the stores that stock 
and sell electric appliances. 

This gesture and its subsequent 
discussion has made the question of 
merchandising appliances of acute 
interest and all of those interested 
have heard much in the way of com- 
plaints. Complaints against the light 
and power company merchandising 
practices are well known. 

Many merchants have not realized 
that the electrical interests have a 
serious complaint against some mer- 
chants because of the sale of dan- 
gerous and wasteful electrical mate- 
rial and appliances. 

There are demands that light and 
power companies stop merchandis- 
ing because practices in some com- 
munities are prejudicial to good 
business and there are demands 
from electrical sources that mer- 
chants stop selling electrical mate- 
rials because some merchandise is 
prejudicial to electrical interests. 

Then comes the public’s interest, 
which is to buy quality appliances 
and merchandise at a fair price when 
and where they want to buy. Both 
the merchant and light and power 
company owe this to the public and 
it would be foolish for either of these 
public servants to take drastic steps 
to hamper the progress of the pub- 
lic toward the benefits of electricity 
in the home. 

The equitable solution of this 
problem is one of mutual interest 
and the best solution of mutual bene- 
fit. We do not believe that this solu- 
tion will be found in the courts or in 
legislation. It is a matter of realiz- 
ing the other viewpoint and await- 
ing until theory becomes practice. 
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Christopher Columbus 
} Monument at Madrid. Spaw 
by Sunol 





HOOVER 


LEADERSHIP 


Pioneers now in still 
another direction. ..a de- 
parture of vital interest 
to you as a dealer. Read 
about it on pages 50 and 51. 
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Two Methods of Seeking the Same Objective 


>» a ~EN N this page from time to time we have brought to you the story of in- 
(3 alt “H cidents that we believe pave the way for a better understanding be- 
VA I tween the electrical industry (especially the public utility branch) and 
We) the retailers of 65 per cent of electrical appliances. Since the last issue 
ae | two incidents that will have an important bearing on future relations 
have taken place. 

We told you on this page four weeks ago of a meeting to be held on the call of 
C. E. Greenwood, chairman of the National Electric Light Association Merchandis- 
ing Committee, at which merchandising relations between the public utility com- 
panies and housewares merchants would be discussed. This meeting was held 
Oct. 13 and was attended by members of the N. E. L. A. Committee and represen- 
tatives of the National Retail Hardware Dealers’ Association, National Retail Dry 
Goods Associaticn and the National Retail Furniture Dealers’ Association. 

For the benefit of those who had not attended the meeting at Chicago last 
March, the question was re-stated and the merchants again presented their com- 
plaints, based chiefly on merchandising practices that must bring losses to utili- 
ties because of low prices, premiums and amazingly low terms. The utility mer- 
chandisers in turn objected to some merchant prices. It was conceded that a 
store’s continued existence was proof of profitable merchandising. The discus- 
sion continued without threats and with the understanding that if a satisfactory 
standard of practice was drafted, concurrence must be sought by education, as 
none of the association members could pledge 100 per cent cooperation by indi- 
vidual members. The merchant representatives put forth as an expression of 
principle a statement like this: 






If the utilities will adopt for their merchandising departments a prac- 
tical accounting system and will operate these departments at a profit 
(without recourse to advertising funds to make up losses) the merchants 
can have no objection to merchandising activities. 


The public utility representatives accepted in principle this statement, conceding 
that promotional activities must not take up retail sale losses. 

At the conclusion of the meeting a committee was appointed to draft a Suggested 
Standards of Practice and to suggest a method of procedure for the betterment 
of trade conditions. The merchant representatives assured the utility merchan- 
disers that if the field was cleared of discontent and suspicion, so that merchants 
could give hearty effort to appliance selling, that the present volume would be 
greatly increased. 

The second incident was an unexpected feature of the program of the National 
Hardware Association meeting at Atlantic City. Two speakers ‘had presented a 
message of cordiality and good will from the public utility interests, explaining 
the origin of utility merchandising and admitting that present activities were 
solely for promotion of use of current in the home. Each speaker said that this 
was regarded as promotional work and expressed the hope that retailers cash in 
on this work by selling more appliances. 

Then S. Z. Moore of Lancaster, Pa., read several utility advertisements from re- 
cent issues of the Lancaster papers, offering premiums of flour with long payment 
sales of waffle irons and similar bargains that, he said, had kept his company out 
of the appliance business. “We have been listening for two years,” he said, “to 
promises and we should have something more definite. I believe such advertis- 
ing and merchandising methods are unfair and not to be tolerated from a monopoly. 
Not as a motion, but as a suggestion, I recommend that we ask our legal depart- 
ment to look into the charter rights of the utility companies to merchandise.” 

The applause that greeted Mr. Moore was evidence that his remarks had struck 
a popular chord. And this, we think, will be an urge to public utilities to earnestly 
study the problem of trade relations. 
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Macy’s “Home Center,” in Busy 



































ANY merchants and manu- 
M. facturers have expressed 

admiration and even amaze 
ment at the completeness of the 
promotion R. H. Macy & Co., Inc., 
have put behind the “Color in the 
Kitchen” campaign that broke in 
full force with the beginning of the 
fall merchandising season. 

To one who has watched for sev- 
eral months the development of the 
Home Center in the Macy house- 
furnishing store, this campaign does 
not come as much of a surprise. The 
background was carefully worked out 
and a complete supporting campaign 
was planned before the presentation 
to the public. For months many 
people had been unconsciously con- 
tributing their bit to the knowledge 
which made for the thoroughness of 
the announcement and its carrying 
forward. 

The Home Center in itself is un- 
usual. In the planning of it, “Color 
in the Kitchen” may have been a 
remote thought but the chief idea 
was to build a method of bringing 
to the attention of the women who 
throng the Macy housefurnishing 
basement that the day of necessary 
drudgery in the kitchen is past; that 
the woman in her home can do her 
work with the ease and dispatch as 
her husband in his business—with a 
minimum of physical labor. 

The thought was to show to women 
in practical use the best and im- 
proved kitchen and household equip- 
ment. A location for this practical 
kitchen laboratory was studied care- 
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fully. It was well known that many 
stores have model kitchens, usually 
placed in a corner or some remote 
place where the study can progress 
undisturbed but handicapped by diffi- 
culty of access and requiring on the 
part of the visitor a determination 
to attend. 

Perhaps the thought of the loca- 
tion finally agreed upon was born in 
the observation of the ability of 
demonstrators to hold the attention 
of a group of women at a sales coun- 
ter while explaining the use of a new 
bit of household equipment. The 
Macy merchandisers have employed 
many women demonstrators for un- 
usual equipment. But demonstration 
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at the counter, where the article is 
sold, has its drawbacks. 

Be the origin of the thought as it 
may, the Home Center location was 
selected in the busiest part of the 
floor. In the very center of this floor 
is a heavy traffic stairway from the 
main salesfloor and at the half way 
landing, this stairway divides, leav- 
ing a blank wall. The space in front 
of this wall was selected. 

Then came the separation of this 
space, about 20 by 25 ft. A low 
railing and the placing of the fur- 
niture was decided upon. The object 
was to keep from this space purely 
idle store traffic and yet leave it suffi- 
ciently open to the shoppers as to 


























Sales Floor, is Volume Builder 
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invite inspection. By the arrange- 
ment decided upon, all of those who 
come down the center stairway can 
see the Home Center, as well as those 
who pass along the aisles on three 
sides. 

The equipment of the Home Center 
space is extremely flexible. It is 
selected to represent the best and 
most modern in kitchen furnishing. 
The range and sink (the latter of the 
dishwashing type) are necessarily 
permanent. Sufficient wires are 
available to enable the use of any 
electrical equipment. The rest of the 
furnishings can be changed on short 
notice. 

The use of the Home Center is 
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varied. Two chief activities are that 
a hostess is always present to ex- 
plain to all inquirers anything that 
may be asked about and three lec- 
tures a week are given, following 
announcements of time and topic. 
As the lecturer explains the equip- 
ment to her audience, she makes use 
of it in preparing food and holds the 
women gathered there until the 
operation is complete and then serves 
to them the food prepared. 
Preparatory for a lecture, the 
space in the enclosure is cleared and 
temporary chairs are brought in. 
Many of these audiences number 
close to 100 and it has been shown 
many times that a lecturer can hold 
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an audience for an hour in the midst 
of this busy sales floor. What goes 
on nearby appears to have little dis- 
tracting influence. 

The selection for the hostess is a 
woman who has been thoroughly 
educated in domestic science and also 
thoroughly practised in housekeep- 
ing on a limited budget, and who 


possesses a pleasing personality— 


one that invites confidences. 

The hostess has been highly suc- 
cessful in obtaining interviews with 
prospective customers. One service 
often called for is that of planning 
a kitchen with a definite amount to 
spend. In such cases the hostess 
visits the home, sees the kitchen and 
obtains an understanding of the rest 
of the house furnishings, how many 
must be served and the nature of the 
food, before submitting her recom- 
mendations. In many cases the shop- 
ping has been turned over to her. 

Other services are prepared lists 
of necessary equipment from which 
the customer can make selections, 
making sure that she does not over- 
look necessary bits of equipment. Al- 
though hangings and similar kitchen 
decorative materials are not sold in 
this department, information is 
supplied. 

In the Home Center, electrical 
equipment is often featured. It is 
presented to the audiences and the 
callers as a necessary part of the 
modern kitchen equipment and com- 
parisons as to expense and energy 
required for tasks is discussed com- 

(Continued on page 21) 
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Ruelius Puts Selling Before 


an extraordinary service to his electrical appliance customers and build- 


SO while he objects to the public utility methods, he goes right on extending 
) 


ing steadily for a larger and better hardware business. 


such as switches, buzzers, re- 

ceptacles, wire, cord, and other 
items numbering around 100, are 
jumping annually 150 per cent for 
the Carrick Hardware Co., Carrick, 
a suburb of Pittsburgh. This, too, 
is in addition to sales of washers, 
radio sets, refrigerators, and the like. 

Jack Ruelius, owner, is the dealer 
whose original $1,000 business 
reached the magnificent sum of 
$85,000 the sixth year, with pros- 
pects of an additional $50,000 in- 
crease in the seventh year. 

When it comes to selling electrical 
items—from the simplest socket to 
a highly perfected washer—he has 
one outstanding idea—that is ade- 
quate installation of outlets for the 
use of current in laundry, living 
room, dining room, kitchen, den, 
and bed rooms—yes, in houses, if 
there are such without electricity. 
He reasons that without current and 
outlets, all household appliances are 
valueless. 


Gives of electrical appliances, 





To that end he has a decided hunch 
that retail dealers have both a duty 
and an opportunity. The duty is a 
form of cooperation with the com- 
panies that have electric current to 
sell; the opportunity expresses itself 
in a volume of annual business that 
is both direct and indirect. 

The direct results are the sums 
that make daily sales totals look 
“good;” the indirect benefits are 
from sales of other articles that pur- 
chasers of electric goods invariably 
pick up again and again. He is of 
the opinion that incidental purchases 
by electric articles customers add 
a net volume to the store total equal 
to that of the sale of the electrical 
items. 

This result obtains because the 
Carrick Co. store has become the 
electrical headquarters because of 
the information and courtesy that 
people know they will find there. 
Electrical shops do not make it easy 
for the customers to shop, while 
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competitors in many non-electrical 
items do. So the electrical reputa- 
tion draws customers from a wider 
area than the non-electrical, and 
while shopping for electrical mer- 
chandise, the far away customers 
make these incidental purchases. 

His reason for a timely interest 
in increase of current-using facilities 
in the homes of his customers is obvi- 
ous. The more current they use, the 
greater the demand for curlers, 
irons, washers, sweepers, refrigera- 
tors, electric sewing machines and 
so on. 

If a prospective purchaser of a 
washing machine, for example, is 
under the disadvantage of having no 
current in the house, Ruelius or one 
of his men use time unstintingly in 
explaining how the connections can 
be made with an outside line; they 
make sketches showing the location 
of meter boxes, panel board, conduit, 
and necessary outlets ‘in the laundry. 

Then, knowing quite well the dis- 
like in the minds of many persons 
to look up addresses 
of electricians or 
whatever, they select 
one, call him in, get 
his price and then 
wait until he finds 
time to do the-job. 
This service is with- 
out profit and the re- 
turn is found in the 
friendship and sup- 
port of the customer 
and the contractor. 
Ruelius makes a spe- 
cial price on the ma- 
terial required. His 
standard price is $6 


eure renee 


The Carrick Hard- 
ware Co. believes in 
getting full value of 
window space. You 
will note the second 
floor windows are 
used for a spectacular 
and appropriate dis- 
play. 




















Competing 


for conduit, panel board, meter box, 
and outlets; for installing, he tells 
them the charge is $9—in all $15. 

He further volunteers to call the 
electrician, instruct him, and inspect 
the job if desired. In the case of a 
tried customer whose promptness in 
habits of paying are satisfactory, he 
charges the whole cost to his bill and 
allows the customer to pay him—all 
without trouble to the customer, and 
at a minimum cost. 

Inside outlets are handled in 
similar manner. He or his men take 
time to go over the house room by 
room as the customer describes each 
—they seldom take time to go to the 
house and give it personal inspec- 
tion, unless of course, conditions war- 
rant. In any event, they will make 
sketches locating outlets, wires, and 
switches, 


Again, they are able to tell the cus- 
tomer the cost of boxes, sockets, 
wire, etc., and the electrician’s 
charge. In this way they protect 
their customers, select a competent 
electrician, and take care of the bill 
if conditions warrant. However, 
they find it better business ordinarily 
to have the electrician collect his 
bill. Then, they follow the ‘job 
through to the finish, and better yet, 
are instantly available in case 
trouble arises suddenly. 

They do not keep a record of new 
installations of current-using facili- 
ties in hundreds of homes dotted 
over the South Hills contiguous to 
their store that are directly due to 
some word or suggestion they may 
have made. But Ruelius and his force 
are so accustomed to stimulating 
proper electrification of homes that 
they count it in the day’s business. 

They do, however, hold strongly 
to the opinion that if dealers in elec- 
trical appliances and accessories in- 
terest themselves helpfully in lend- 
ing a hand in home equipment, there 
would be less competition with the 
public utilities companies, whom he 
faults for merchandising articles 
that belong legitimately in the field 
of retailers. 

He points to a sign in street cars 
passing his door at five minute in- 
tervals which calls attention to a 
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then ask questions. 


certain iron that is sold in the ten 
or more “neighborhood _ stores,” 
owned by the street car company. 

The sign makes it known that on 
three stated days each week holders 
of weekly passes may call at any one 
of the neighborhood stores and pro- 
cure coupons that entitle them to a 
cut in the cost price. His indigna- 
tion boils over the competition and 
it might be worse, were he not able to 
assure his customers without fear of 
contradiction that the article pur- 
chased in this manner will cost more 
in the end. 

But however indignant Ruelius 
may become over this competition, 


Wiring supplies and small electrical 
items are displayed on tables where 
the customer can find them and | gai 










he never permits this indignation to 
interfere with his activities in win- 


ning customers and boosters by 
methods that the larger company is 
unable to develop. Nor does he per- 
mit this dislike of methods stop him 
from making customers for them. 
In the meantime he is driving 
ahead in sprightly manner and the 
cash drawer continuously stiffens his 
backbone and confidence in the busi- 
ness around the corner of next year. 
So, he concluded the interview by 
saying: “Service, yes—sure—other- 
wise it were better not to sell the ar- 
ticle, but always within the limits 
of the margin of safe and sane costs.” 





‘‘Home Center”’ 


a Volume Builder 


(Continued from page 19) 


paratively. Many women have been 
won to purchases of appliances by a 
better understanding of their co- 
ordination in the regular work. 

It is only natural that in this com- 
prehensive discussion of better 
methods of work in the kitchen, that 
better surroundings should come in 
for discussion. It was soon learned 
that many women are tired of the 
bathroom effect of the white kitchen. 
The color suggestion met with en- 
thusiastic reception. It is probably 
not going too far to say that much 
of the rising vogue for color in elec- 
trical appliances was worked out 
in this laboratory. 

Recently we visited the Home 
Center with a small merchant. He 
asked few questions but his eyes 
darted here and there and gathered 
information. As we left he said: 
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“That is about the only big idea 
that I have seen that can be made to 
fit a small store. I can see clearly 
how a rearrangement of my house- 
wares department, with something 
akin to this Home Center as the point 
of interest and as the headquarters 
for my sales woman, will help my 
business. She cannot do things as 
elaborately as they are done here, 
but she can do much in the way of 
demonstration and have at hand 
means of informing my customers 
in much the same way.” 

This description and the illustra- 
tions on these pages will give to you, 
we hope, something of an idea of 
the Home Center which is just as 
ready to function for any other 
worthy idea in household economics 
merchandising as it has in the Color 
in the Kitchen campaign. 



































Electric League and Utility Share 
Department Store Show 


Kaufmann & Baer Co. sets notable example in cooperation for 
the promotion of appliance sales in Pittsburgh 


HE second annual Modern 
Home Electrical Show of the 
Kaufmann & Baer store, Pitts- 
burgh, drew two visitors to every 
one a year ago. Last year no check 
of the number of men and women 
who strolled around among exhibits 
was kept, but it is considered safe 
to say that 3000 interested persons 
visited the show this year. 

Last year the show 
was located in the 
auditorium four 
floors above the elec- 
trical department of 
the store; this year 
Arthur Kaufmann 
made room for the 
booths of the dozen 
or more manufac- 
turers and the utili- 
ties company that 
cooperated, in the 
electrical depart- 
ment among wash- 
ing machines, iron- 
ing machines, elec- 
tric cleaners, refrig- 
erators, electrical 
kitchen accessories, and other elec- 
trical housewares. 

On both sides of a wide aisle that 
runs at right angles to the one 
through the center of the floor were 
the white booths of cooperating ex- 
hibitors. The first booth had a 
drawing table as its central attrac- 
tion, on which were ink, pencils, the 
usual rulers, instruments and blue 
prints. It was the exhibit of the 
Electric League of Pittsburgh. 

J. H. Van Aernam or an assistant 
was always present to do the work 
the drawing table promised; that is, 
go over plans with any prospective 
home builder and give expert advice 
—ali this absolutely free service— on 
the most advisable locations of cur- 
rent outlets throughout the house, 
including the laundry and a work 
bench of the house owner—in case he 
was planning a bench equipped for 
extra lights and light motors, in the 


By Milton J. Phillips 


garage located under the house. 

The conspicuous location of its 
booth and the opportunity to impress 
upon Pittsburgh home builders the 
expertness of its advice and its wil- 
lingness to go the limit in free con- 
sultations, made of the show a tri- 
umph for the Electric League and 





the broad-minded persons behind it. 
At the same time the Kaufmann & 
Baer Co. was in a most favorable 


position. If visitors paused to con- 
sider purchasing a washing machine, 
electric cleaner or any other of the 
long list of labor-saving equipment, 
and were hesitating because of lack 
of suitable outlets, but an instant 
was required to take such customers 
to the booth of the Electric League, 
where full information was given as 
to how to procure the needed outlets, 
a most happy exchange of coopera- 
tion to the eminent good of all par- 
ties concerned. 

In this connection Kaufmann & 
Baer decline to give figures. Ar- 
thur Kaufmann summed it up by 
stating that business had been very 





Additional photographs on this 
exhibit on page 34 
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good at the show, something like 40 
per cent over last year on washing 
machines. 

However, if there were twice as 
many people as last year, a high 
point is the doubled opportunity to 
the Electric League to explain the 
Pittsburgh Red Seal Electric Home, 
and Mr. Van Aernam strove to 
arouse each visitor who stopped to 
listen to the point 
that he or she will, 
without a vestige of 
doubt, go out and 
pass the good word 
along. 

Hand in hand with 
the Electric League 
and the Kaufmann 
& Baer store stood 
the Duquesne Light 
Co., the local public 
utility, whose en- 
gineers were always 
available to elaborate 
upon any point made 
by the League or the 
store. The utility 
company kept one 
engineer always at the show. This 
man had authority to put at the dis- 
posal of either store or League any 
facilities from the utilities company 
store or stockroom that would further 
the ideas of the show. 

Aside from the utilitarian and 
merchandising aspects of the show 
there were interesting things to see. 

For example, Kaufmann & Baer 
had induced the Westinghouse Co. to 
permit the use of its Grid-Glow tube 
—there are only two in the world. 
This one was the tube that started 
the machinery of the Homstead Steel 
Works when Judge Gary, head of the 
U. S. Steel Co. in New York, passed 
his hand near it. The tube was in- 
stalled in a window where persons, 
by touching the glass, could start 
certain mechanical equipment. 

Another was the new process elec- 
tric machine, the newest device up to 

[Continued on page 63] 




















How the Christmas Lighting Spirit 
Reached Denver 


is a presentation of the spec- 
results of the 1926 
Christmas Lighting Campaign in 
Denver. Here we will outline for 
you the methods whereby the spirit 
that brought these results about was 
built up. 

The opportunity is equally good 
for all communities and the results 
will be the same—not only an in- 
creased sale of lamps 
and wiring materials, 
but an increased appre- 
ciation of electricity for 
decorative purposes and 
a more light-hearted 
Christmas appreciative 
population. This means 
more spending in all 
lines of Christmas mer- 
chandise. 

The 
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tacular 


leadership in 
Denver was taken by 
George Bakewell, Jr., 
Executive Manager of 
the Electrical League of 
Colorado. He _trans- 
ferred the promotion 
and publicity part of his 
task to the Denver Post 
and the campaign was 
known as “The Post- 
Electrical League 
Christmas Lighting Contest.” Mr. 
Bakewell retained by agreement the 
detailed management. 

The newspaper assigned a staff 
writer to the contest and the daily 
stories for the most part appeared on 
the front page. A total of 1835 
column inches of promotion was 
given to the subject. The news- 
paper published only one advertise- 
ment directly tying into the cam- 
paign but was pleased with the 
results, because of the good will 
growing out of the leadership of a 
popular movement. 

The city was zoned according to 
average cost of residences and 
stores, and each contestant competed 
only in one zone. Four prizes were 
offered in each of the five zones and 
three sweepstake prizes for the most 
original and artistic residence in- 
stallations in the entire city. 


Electrical Goods Section 


The prizes were loving cups, floor 
or other portable lamps and similar 
appropriate articles. Owing to the 
extravagance of some installations, 
it has been decided that a sweep- 
stakes winner of last year shall not 
be. eligible for an award this year. 
When this announcement is made in 
the first story of the 1927 campaign 
to be published not later than Nov. 
24, small loving cups will be awarded 





Awarding the Christmas Lighting prizes in Denver. 
George Bakewell, Jr., manager of the campaign on the left. 


to last year’s winners to avert dis- 
appointment they may feel over the 
new ruling. In addition to residence 
awards, class awards were made to 
large and small stores, office build- 
ings, hotels and other divisions of 
competitors. 

The idea is a contagious one and 
it has been found by checking on all 
contestants that 95 per cent of the 
residence installations were made by 
the home owner without assistance 
of an electrical contractor. This 
means a widespread buying of lamps 
and materials, also tools with which 
to do the work. The larger installa- 
tions, of course, were made by con- 
tractors. 

The first stories of the campaign 
must be to a considerable extent in- 
formative and must bring into the 
discussion the volume of electric 
current to he used. Householders 
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are advised to use the tree lighting 
sets, either the well-known series 
lamps or the newer multiple unit of 
10-watt lamps. It is not desirable 
to have people overloading the light- 
ing circuits in their homes with long 
strings of 25-watt or larger lamps. 

In case strings of the larger lamps 
are used, it is necessary to provide 
means for obtaining a greater cur- 
rent supply, and this means trans- 
formers and special wir- 
ing that the householder 
cannot do. 

The expense of the 
Denver campaign was 
$369, of which $210 was 
spent for prizes. The 
rest went for luncheons, 
judges’ expenses and 
similar items. 

The Electrical League 
of a community is the 
logical organization to 
take up such a cam- 
paign, but any organiza- 
tion such as a Chamber 
of Commerce or one of 
the well known lunch 
clubs can do _ it—pro- 
vided a man with some 
knowledge of electricity 
and _ organization is 
made the leader. 

The first step is to pledge that each 
electrical man in the community and 
each member of the promoting or- 
ganization shall install the decora- 
tions for his home not later than 
Dec. 15. If a sufficient number in 
various sections of the community 
will do this, enough homeowners will 
catch the spirit of the movement to 
carry it to success. 


The caution necessary in such a 
program has been mentioned in this 
story. It is a danger that house- 
holders, in their enthusiasm, will 
overload the circuits and be troubled 
with fuse blowouts. Where cam- 
paigns have been conducted wit 
this warning made somewhat prom- 
inent in the publicity, little trouble 
results. 

On the very heavy installations, a 
special transformer is necessary. 





























Electrical Goods Merchants Must 
Keep Pace with Demand 


EWSPAPER space, properly pace with the growing demand which 
N used, increases the sale of By Guy Hubbart he must share with his competitors. 


electrical goods the same way 

it increases the sale of other types of merchandise. 

Few hardware or electrical goods merchants realize 
what is gained by careful and consistent use of space 
nor what is lost by not using any advertising, or using 
it without rhyme or reason—which is the same thing. 

This is no reflection on the merchant. It is merely a 
fact borne out every day in every city where from 10 to 
500 electrical goods stores compete for daily trade. 

On one corner will be a not very large store where 
everyday sales are satisfactory, volume holds up and 
profit is made. 


Across the street is an- SP LS SO ee SS eI AE A ee eR SR Pe os 


other store larger in size, 
better fixtures, more goods, 


Other merchants will increase sales 
but at greater cost and with less certainty or regularity 
on the average. 

Interesting windows are good—when the customer 
passes. 

Direct mail and personal letters are good—when 
they are well written and when the customer reads 
them. 

Personal calls and phone-selling are good—when 
practicable. 

Newspaper advertising is good every day, and as 
many days as store sales 
volume will stand. People 
never stop reading the news 


HIS table shows how to use newspaper space to and never stop seeing the 
sell electrical goods on the basis of a given amount 


greater variety, better win- of circulation used once a week in different size popu- advertisement of the mer- 


dows, better location than lations in November and December. 


chant who describes some- 
thing the customer wants 








the store on the corner, yet — — 
Col. 2 


the larger store in some Col. 1 sake ot 
i ile j ——__A—_—,_ Space to Use 
instances, while it does a een SEE rc Ff 
bigger volume, makes little lation lation Inches 
or no profit. 12,000 36,000 24 to 36 
, 18,000 54,000 36 to 40 
Seven times out of ten 24,000 72,000 40 to 60 


the reason why one store 36,000 108,000 60 to 80 


Col. 3 Col. 4 
Amount of Number 
Selling-Prices of Items to 


per 1000 of Put in Each 
Circulation Day’s Space To elp the Small Store 


— per wed : to = Smaller stores, where 
4.50 per 1 to ° P ‘ 
3.80 per 1000 10 to 12 newspaper circulation is 

small, often have trouble 


or may need. 





does well and the other not 


3.50 per 1000 12 to 14 
in deciding how often to 


so well can be traced to the + Figures on this table are gaged on the basis of one ad =—s advertise and how to use 


a week. See explanation in article for more frequent 


wrong idea or no idea at all _ insertions weekly. 
about advertising. 


the circulation to the best 
. advantage. 





No claim is made here 
that newspaper advertising 
is the main or only basis of success, nor that lack of it 
is the cause of poor business. 

The argument is that, everything else being equal— 
good values, good assortment, good salesmanship and 
sincerity with the public—the store that advertises gets 
the most business in proportion to investment in stock 
and fixtures and gets the business at less cost. 

And whether or not it is a good idea for one store 
to measure its success by that of a competitor down the 
street, it is a good idea to keep this single fact in 
mind: 

Every electrical goods merchant’s growth in 
his community depends on his ability to keep 
pace with the natural increase of demand for 
electrical goods. 

This is true of any kind of retail business, department 
store, dry goods store, women’s specialty shop. But 
not to the degree that it applies to electrical goods, 
because electrical goods business is relatively new. Be- 
cause of this it grows faster in a given community. More 
people every day become conscious that electrical appli- 
ances save time, money and energy than become con- 
scious that silk hosiery is very desirable and useful. 

And newspaper advertising is the most effective sales 
force that can help the electrical goods merchant keep 


When newspaper space is 
used to advertise electrical 
goods the effect on sales, if any, is the same as on 
general department store lines. 

As an aid in November and December, a simple table 
is printed here. It shows how to use a given circula- 
tion once a week at the least cost It fits any circula- 
tion but the examples are based on 12,000 up to 36,000 
circulation in populations three times the extent of 
circulation. If yours is less than 12,000, say half, the 
application is the same. Even numbers are used for 
convenience. 

Suppose your store is in a city of 54,000, and one of 
the newspapers has 18,000 circulation. Here is a sens- 
ible way to decide on how to use that circulation once 
a week at least. 

Use 36 to 40 in. of space, more or less, as shown in 
the second column. Pick eight to ten items as shown 
in column four, using items that are good value and 
that the most people would want. Describe these items, 
use cuts if good ones are available and try to price 
these items so the total sum of all the prices does not 
exceed $81. 

The figures in column three show how to decide the 
amount of prices that best suit your circulation. 
Example: multiply 18, the number of thousands in your 
circulation, by the figure $4.50, in column three. This 
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Newspaper advertising, writes Mr. Hubbart, is 
the most effective sales force to accomplish this 
objective, for people always read news and ads. 


way 18 times $4.50 — $81.00, correct price sum. 

And so on throughout the other circulations if they 
are nearer that of your local paper. 

Notice that space and number of items can vary to 
suit special needs but the amount of selling prices per 
1000 of circulation should run about as shown in column 
three opposite each circulation. 

The price-per-1000 figures fit electrical goods house- 
wares, hardware and similar lines. 
They do not fit what would be called 
distinctly department store lines. 
(A similar chart for department 
store items per 1000 of newspaper 
circulation will be published in a 
later article.) 

To illustrate the basis of this 
chart, look at the advertisement re- 
produced here. This ad is three 
columns wide by 12 in. deep, 36 in. 
In it are advertised twelve items. 
If you add up the prices you will 
find they amount to $332.60. The 
circulation this ad ran on is 500,000 
in round numbers—so the price 
sums amount to 66 cents per 1000 
of circulation. 

If this ad had run on one of the 
circulations shown on the chart, say 
the largest one, 36,000, the price 
sums would amount to about $9.30 
per 1000 of circulation which would 
be right—by right is meant that 
the ad would draw returns at ordi- 
nary cost and not waste space. 

Notice that the price sums per 
1000 of circulation on the chart are 
gaged for one insertion a week. If 
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checking of returns from newspaper advertising in 
which electrical goods were advertised, and is accurate 
if used with sense and judgment. 

In comparing your circulation with those on the 
chart, do not think yours has to be the exact figure on 
the chart. For example, yours may be 16,400 circula- 
tion, whereas the smallest one on the chart is 18,000. 
The difference of 1600 in circulation has very little 
effect on the figures given in the 
chart because allowance has been 
made in setting the price sums per 
1000 of circulation. Notice that the 
populations shown are three times 
circulation. This is to show one- 
third coverage, which is enough on 
either a daily or three times-a-week 
insertion basis. 

















Variety Helps Advertising 
As November and December buy- 
ing opens, more kinds of electrical 
merchandise is wanted and bought 
by more people than in any other 
months of the year. This is be- 
cause—on the average — more 
money is spent during these months 
for all kinds of goods—electrical 
goods getting their share. Also 
gift buying by the average person 
picks up during these months. 
Because of these facts, news- 
paper advertising has an increased 
effect on sales. But to get the most 
out of advertising, keep in mind 
that variety of items represented 
in space used daily, twice weekly, 
or however, increases sales. 
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two or more ads are run, simply re- 
duce the sums in column three or 
reduce the number of items advertised. For example, 
on the 18,000 circulation suppose you decide to have 
three ads this week: Instead of using 36 to 40 in. each 
time, use 12 to 20 in.; instead of using price sums of 
$4.50 per 1000 of circulation, use $2.50 or even $1.80 
per 1000; instead of using eight to ten items each time, 
use four to six and so on. 

There is nothing deep or unusual about the principle 
which is illustrated by this tabulation. It merely shows 
a sensible method for figuring how much to put into 
your space on the basis of the size of your newspaper 
circulation. If you put too many items into the space 
and too many prices, returns by the day will not be as 
great and the cost of the ad will be out of proportion 
to sales. If too few items are advertised, the result will 
be the same. If the right amount is put in, best results 
will be obtained. 

This tabulation is the result of long and careful 


So try to put a good representa- 
tive list of items into your space. 
People will see all the items and say to themselves: 
“Here’s a good, practical thing priced reasonably. I'll 
buy one tomorrow. Here’s another. appliance that my 
wife has wanted for a year. I’ll buy it later as a Christ- 
mas present.” No telling how much future business 
today’s items will lead right into your store. 

Remember that your newspaper is a habit in prac- 
tically every home in your city. And don’t let anybody 
argue you into thinking readers of newspapers never 
look at advertising. Even the small, badly typed ad 
sells goods because goods are needed and wanted. News- 
paper readers cannot see your ad unless it is printed in 
the newspapers. 

Response to a local merchant’s advertisement in the 
daily or weekly newspaper is often unconscious on the 
part of the reader, because of his habit of taking ads 
and items in his newspaper as a matter of course. 
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Making Radio Play Its Part in the 
Thanksgiving Sales Plan 


Here Are Some Timely Suggestions That Any Radio Merchant Can 
Profitably Use To Increase This Month’s Business 


r SN HANKSGIVING is near and 
Christmas is coming; two big 
events that will keep business 

humming—and whether or not it’s 

going to be your business depends 
on the kind of promotional sales 
work you plan now and keep boost- 
ing right up until Christmas eve. 
For the next two weeks selling 
events are going to be directed pri- 
marily to featuring merchandise 
for Thanksgiving. Homefurnishings 
and housefurnishings—pots, pans, 
china, glassware, electric appliances, 
linens, furniture, drapes and what- 
nots to make the Thanksgiving cele- 
bration a success. But how can it be 

a success without a good radio set 

that will bring into the festivities 

some of those famous football games 
that are to be broadcast? 


List the Games 


Now here’s suggestion number 
one. Make a list of the games that 
are to go on the air and send a copy 
of it to all your customers and pros- 
pects. Print it in your newspaper 
ads and display it on a card in your 
show window. Also you can print 
up some inexpensive score cards and 
give them out with a radio ad on the 
back. ° 

Then there are the special feature 
programs that are to be broadcast 
Thanksgiving night from almost all 
of the larger stations. Get a list of 
them and print it in your newspaper 
ads, pointing out that a radio set 
that will bring these wonderful pro- 
grams into the home is truly a thing 
to be thankful for, and incidentally 
what a fine gift a set will make to 
any home that hasn’t one. Play that 
thought up good and plenty. 

Personally, I’m going home to the 
Old Folks for the Thanksgiving holi- 
day, and knowing how they pay so 
little attention to the batteries on 
their set, I’m not taking any chances 
on their storage battery being dry 
or the “Bs” down and out. I’m 
taking along a new A and B com- 
bination eliminator that will run 





By Arthur Sinsheimer, 
Radio Editor 


their set right off the alternating 
current house line, and I’ll bet it’s a 
gift that they’ll be very thankful for. 

Maybe there are some sons in your 


football by. 


Radio. 


~ Thanksgiving Day Games. 
Station Place 


theeeege tetsente forested 
srteseee soecgeus seseige 
Gateugye Sescgnten sevssgee 


zs Miler Pinner Music e 
Stalion Time  kalure 


Geen eetece teetete steeetegee 
soveteneg cbetooe seieeeens 
teteoeeuer theten theteen 
Vetertens teeeniel theteton 


iP have full slock of : 


recewers.also accessories 
and balteries you may 
need. 


‘leams 


community who would be mighty 
glad to do the same thing for their 
parents if you gave to them the sug- 
gestion that you can supply the elim- 
inators to do the trick. 

There are a lot of good merchan- 
dising suggestions along these lines 
that your customers will appreciate, 
so why not start right now to pro- 
mote the ideas that will help to move 
radio goods as Thanksgiving gifts 
and your department will be just 
that much volume ahead when the 
Christmas holiday selling period sets 
in directly following Thanksgiving. 


Suggest the Gifts 


Another nice little mark of cour- 
tesy and good-will: Send a friendly 
letter to all the customers on your 
mailing list thanking them for the 
splendid patronage they have given 
to your store, or the radio depart- 
ment, in the past and extending 
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Thanksgiving greetings to them. 

And by way of promotion, say a 
few words about the helpful way in 
which you have prepared to arrange 
your holiday stocks so as to make 
selections of gift things. easy for the 
busy shopper. If it doesn’t bring 
quick returns on Thanksgiving busi- 
ness, it certainly will start the ball 
rolling for an early Christmas trade. 

And by all means put in a specially 
trimmed Thanksgiving window dis- 
play, but instead of showing the 
dining room with the table set with 
linens, china and glassware all ready 
for the festive meal, show the living 
room with lamps, electric coffee per- 
colator, radio set and loud speaker, 
with the Thanksgiving table seen 
through a doorway as if the dinner 
was over and the company had ad- 
journed to the living room to finish 
their coffee and listen to the broad- 
casting of a football game or musi- 
cal entertainment to finish off the 
party. 


Get the Radio In 


If you don’t like this one, your 
display man probably has other ideas 
he would like to try, so go ahead and 
encourage him to plan a Thanksgiv- 
ing window that will put radio into 
the picture. 

As a final suggestion, I would like 
to leave this thought with you: 
While the above plans are primarily 
to be used to get plus radio sales by 
advancing the Thanksgiving gift 
idea, remember that your getting 
busy with sales plans at this time 
will not only develop additional busi- 
ness for the festive turkey celebra- 
tion, but it will give you a fine, early 
start on the great Christmas radio 
trade that you can reasonably expect 
this year. 

Use these few weeks to build up a 
radio prestige for your store and the 
morning after Thanksgiving change 
your window displays and publicity 
to a Christmas gift-giving atmos- 
phere and you’ll find yourself all set 
for a profitable radio selling season. 
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Christmas 


AST holidays gained far reaching fame for 
Denver because of the notable Christmas 
lighting of her homes and business houses. On 
another page we tell how this fairyland trans- 
formation was brought about 





HRISTMAS lighting is contagious. All that 
C is needed is a good example. The results in 
a business way are amazing. The spirit enters 
into all activities and general merchandising, as 

well as electrical profits 
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Here is the Eveready 

Layerbilt “B” Battery 

No. 486, Eveready’s 

longest-lasting provider 
of Battery Power. 


Turn a radio dial, 
and presto! the home be- 
comes a theater, a concert 
hall, a lecture room, a caba- 
ret, a church, or whatever 
your customers will. Turn 
the dial and their attentive 
ears do the rest. That is all 
there is to this magic of 
radio. 

Or almost all. If a radio 
set is to work at its very best, 
attracting no attention to 
itself, creating the illusion 
that can be so convincing, 
your customers should pay 
a little attention to the kind 
of power they use. There 
is but one direction, a 
simple one—use Battery 
Power. Only such power is 
steady, uniform, silent. It is 
called by scientists pure 
Direct Current. Any other 
kind of current in a radio 


EVEREADY 
Radio Batteries 


enum. -they sell faster 











Radio is better with Battery Power 


set may put a hum into the 
purest note of a flute, a 
scratch into the song of the 
greatest singer, a rattle into 
the voice of any orator. 
Don’t let your customers 
tamper with tone. Beware 
of interfering with illusion. 
Power that reveals its pres- 
ence by its noise is like a 
magician’s assistant who 
gives the trick away. Recom- 
mend batteries — sell the 
Eveready Layerbilt “B” 
Battery No. 486, the re- 
markable battery whose ex- 
clusive, patented construc- 
tion makes it last longest. 
It offers users the gift of 
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convenience, a gift that they 
will appreciate almost as 
much as they will cherish 
the perfection of reception 
that only Battery Power 
makes possible. 


NATIONAL CARBON CO., INC. 
New York UCC San Francisco 


Atlanta Chicago Kansas City 


Unit of Union Carbide and Carbon Corporation 





Tuesday night is Eveready Hour 
Night—9 P. M., Eastern Standard 


Time 
WEAF—New York WOC-Davenport 
WJAR—Providence { Minneapolis 
WEEI-Boston WCCOm S¢. Paul 


KSD—St. Louis 
WDAF—Kansas City 
WRC-W ashington 
WGY-Schenectady 
WHAS-Louisville 
WSB-Atlanta 
WSM-—Nashville 
WMC—Memphis 

Pacific Coast Stations — 

9 P. M., Pacific Standard Time 


KPO-KGO-San Francisco KFI—Los Angeles 
KFOA-KOMO-Seattle KGW-—Portland 


WF1-Philadelphia 
WCR-Buffalo 
WCAE-Pittsburgh 
WSAI—Cincinnati 
WTAM-—Cleveland 
WWJ—Detroit 
WGN-Chicago 

















Unit No. 16 
Contains 6 No. 2616 Eveready 
Flashlights, cases oniy, includ- 
ing lamps but not unit cells. 


List value - - - - - $7.20 0 Complete with 
Dealer’s net price - - $4.68 S —= Batteries hans 











Unit No. 04 
Contains 6 No. 2604 Eveready 
Flashlights, cases only, includ 
ing lamps but not unit cells. 
List value - - 
Dealer’s net price 










Unit No. 71 
Contains 6 No. 2671 Eveready 
Flashlights, cases only, includ- 


ing lamps but not unit cells. 
List value - - - - «= $7.20 
Dealer’s net price - - $4.68 





- $4.20 
$2.94 





3 Simple Units 
Low Stock Investment 
in Fastest Moving Numbers 


NINETY per cent of all flashlight 
sales are concentrated in three types 

No. 2604, No. 2616 and No. 
2671. By stocking the three simple 
units shown above you can have a 
flashlight stock which is 90 per cent 
complete for $12.30. 

Your stock investment is low. 
You actually have on your counter 
only 18 flashlights. Your money in- 
vestment is low. And your turn- 
over is rapid. It is profitable for 
you to stock Eveready Flashlights 
this modern way. 

The three units come in strong 
shipping boxes which are their own 


counter display when opened up. 
They are lithographed in bright, 
attractive colors. The prices are 
plainly visible. Your selling prob- 
lem consists chiefly in displaying 
Eveready Flashlights. It is conve- 
nient to sell Eveready Flashlights. 
Therefore, there is money— good 
money—in selling Eveready Flash- 
lights. Order these three simple 
units from your jobber today! 


NATIONAL CARBON CO., Inc. 
New York Chicago San Francisco 


Atlanta Kansas City 





Unit of Union Carbide and Carbon Corporation 
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-they sell faster 
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HE transformation of a home from a 

place of drudgery into a home of ease 

was shown in the pantomime “Cinderella’s 
House” presented as part of the exhibit of the 
Electrical Women’s Round Table, Inc., New 
York, at the Exposition of Women’s Arts and 
Industries at the Hotel Astor, during the week 
of Oct. 3. 

The pantomime, enacted by little folk from 
an Eastside Settlement House, shows the trans- 
formation of a modern Cinderella from a work- 
weary woman into a social butterfly, due to 
the great change in housework brought about 
by the use of modern electric appliances—the 
washer, ironer, dishwasher, vacuum cleaner, 
refrigerator and range, that eliminate the most 
unpleasant of the household chores. 

Handsome fixtures and many lamps make 





Electricity is the Fairy Wand in Cinderella Pantomime 





Cinderella’s work more pleasant and home more 
beautiful because of the ideal lighting, and she 
has more leisure hours and more enjoyment, 
due to being less fatigued and the added beauty 
of her home. 

The pantomime was written and staged by 
Mrs. Belle Waddell. 

The Electrical Women’s Round Table, Inc., 
the original organization of its kind, is made 
up of women located in the Metropolitan Dis- 
trict, who are interested in the development and 
sale of electricity and electrical products. 

The membership covers all branches of the 
industry, engineers, lawyers, home economics 
directors, editors, lighting specialists, adver- 
tising managers, copy writers, sales and adver- 
tising managers, specialty saleswomen, window 
display experts and a host of other occupations. 























‘Talk “THOROUGHNESS” 
and Clean Up Sales! 


When you offer your customers the Premier Duplex—talk 
thoroughness. It is the shortest road to quicker sales and 
certain profits. For Premier Duplex is thorough. 












Whenever Premier Duplex comes in contact with dirt—the 
dirt disappears at once. Explain the motor-driven brush 
and vigorous suction of Premier Duplex—how their com- 
bined action dislodges grit and bags the dirt. Tell women 
how simple Premier Duplex is to operate—why it needs 
little attention—no oiling. Make them see why it is 
thorough—economical too. 


Sell the Premier Duplex with its handy Accessories. They 
add but little to the cost, but bring you extra profit. 





The Hair Dryer 
Accessory retails at $8. 





The Floor Polisher 
Accessory retails at $10 


ELECTRIC VACUUM CLEANER CO., INC. 
Cleveland Ohio 


Manufactured and distributed in Canada by 
the Premier Vacuum Cleaner Co., Ltd., 
General Offices, Toronto 
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Second Annual Electrical Exhibit Draws Double Attendance 





RIC LEAGUE. 


Pittsburgh 





This electrical show in the Kaufmann & Baer store in Pittsburgh, drew double the previous year’s atten- 
dance, a smart increase in trade and is a notable example in industrial cooperation. 
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Bi Driven 


Brush 








\ Invading the 


$60 to $79 Field 
with Equal 
Quality at 44* 


The Brush-Vac at $44.50 retail, with attachments at $5.00, 
opens a vast new market. Thousands of thoughtful buyers have 
been awaiting a motor driven brush at this remarkably low price. 
Here is value beyond compare and a sales opportunity that is great. 


The Brush-Vac is highest quality throughout. Efficiency, con 
struction, materials and design are absolutely of the best. It isa 
beautiful cleaner and makes a wonderful demonstration and is 


ruggedly built for long life. 






























An earlier announcement has brought a most satisfactory 
response from dealers everywhere. You can sell Brush -Vac in 
volume and the discounts should prove most attractive. 


Christmas is now upon us. Lose no time. Write today— 
better, wire us collect for full information regarding the sale of this 
quality cleaner which is in a class all its own. 


M. S. WRIGHT COMPANY 


Since 1907 Makers of the Sweeper-Vac 
WORCESTER, MASS. 











Backed with 
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Housekeeping Habits 


ELLING electric appliances is not so much get- 
S ting the woman to admire the appliance as beau- 
tiful or admitting that it does work better or 
more easily as it is breaking the lifelong habit of do- 
ing things. This has been fairly well accomplished 
as to sweeping and ironing. Washing is making a 
good advance. Now merchants must drive on elec- 
trical cooking appliances. In order to break the long 
established habits, you must be able to show the joy 
and pleasant benefits from the easier and cleaner 
methods of doing the things electrical cooking appli- 
ances are intended to do. 


Women’s magazines are giving much space to 
electrical appliances and their benefits to the home. 





What Are Cut Prices? 


‘ N ] E know a hardware dealer who started selling 
an electric refrigerator because the makers 
assured him they would not tolerate a cut 
price policy. After he had spent some money in pro- 
motion work, the company named the local light and 
power company as an added distributor. This com- 
pany immediately advertised ‘No installation charge” 
for placing this unit in an old box—which is quite an 
operation. The maker held that this was not a cut 
price. The hardware dealer changed lines to a maker 
who will not sell to this light’and power company be- 
cause—the second maker says—the “no installation 
charge” is price cutting. 


Women’s clubs of the country are making it a 
part of their work to see that women better under- 
stand appliances. 





Sub-Standard Goods 


ATIONAL Electric Manufacturers Association 
| \ has taken up quite seriously the question of 
sub-standard materials and finds it a very 
puzzling one. The same question has been a serious 
one with every merchant who has stocked appliances. 
While the NEMA has found this situation an involved 
one, those who are attacking it have not lost confi- 
dence in finding a solution and we know the mer- 
chants of the country will extend their best wishes in 
this effort. 
Many physicians are advising women to use more 


appliances to cut down the physical strain of house- 
keeping in these servantless days. 





Red Seal Homes 


ED Seal Home Movement, which means equip- 
R ping a home with a wiring system that will 
permit electrical housekeeping under favor- 

able circumstances, is to receive more enthusiastic 
support from the electrical industry. This is good. 
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A Red Seal Home means a better customer for all 
sorts of appliances. We hope that merchants will 
aid this movement in their home city. Perhaps there 
is no such movement now, but you can rest assured 
there will be. This promotion of adequately wired 
homes is the fundamental of the sale of electrical 
goods. 


Color in the kitchen, to take dreariness out of the 
home workshop, is gaining in popularity rapidly. 





Color in the Kitchen 


OLOR and electric appliances seemed a very far 
C fetched idea when we first heard the sugges- 
tion several months ago. Now it is here. A 
waffle iron or a percolator with bright colors where 
the conventional black has held sway are quite differ- 
ent appearing appliances. We would suggest to any 
merchant who doubts the reasonableness of colored 
handles, that he take one of these colored handle ap- 
pliances home and look at it under consumer sur- 
roundings for a few days. We did and now we are 
for colored handles. 


All of these incidents indicate the trend of think- 
ing and the live merchant will keep posted. 





Can the People Buy? 


OME merchants, especially in small towns, say 
“4 the people cannot buy appliances because they 

cost too much—there is not enough money in his 
community. Recently such a merchant confessed that 
he was invited out for Sunday evening lunch and com- 
plimented the hostess on the toast served. She re- 
plied that it was made on an electric toaster that she 
“bought from a mail order house because no one in 
town sold them.” 


All of these thoughts, are certain to increase the 
merchandising turnover for the merchant who co- 
operates with them. 


Making Departments 


EPARTMENTIZATION of stores is an elastic 
D phrase. We do not believe any two merchants 
agree exactly on what is a department and 
the extent of departmental authority. Neither have 
we ever been in a store that was not to some degree 
departmentized. Recently the owner of a small store 
spent half an hour telling us why he could not de- 
partmentize his store, then sent out for “Jim” to tell 
us the figures on appliance sales. Despite the opinion 
of the merchant on this subject, we want to say that 
the merchant who makes the best success with electri- 
cal goods will put in charge of these goods a man or 
woman who first of all is a merchant and second has 
a liking for electrical goods and electrical goods 
people. 


























J. C. Caine, Portland’s appliance censor, shows a 
cheap toaster and socket that he has banished 
from local stores. 


of 1923, city ordinance No. 

49788, passed some five years 
prior but never enforced, became 
rigidly observed. 

This ordinance carried a ruling 
that not only must every business 
concern of any description whatso- 
ever obtain a special license to sell 
electrical supplies or equipment of 
any description whatsoever, but also 
that no electrical supplies, equip- 
ment or appliance of any descrip- 
tion might be legally sold in Port- 
land unless first having been ap- 
proved by the Underwriter Labora- 
tories of the National Board of 
Underwriters. 

At first it seemed that this ordi- 


|: Portland, Ore., since the spring 





nance, designed to 
protect public safety, 
would work a great 
hardship on both retailers and man- 
ufacturers, particularly the latter, 
who, having factories in different 
parts of the country and not being 
aware of Portland’s ordinance, might 
have articles of unquestionable merit 
refused in Portland. 

But the fact was that before this 
ordinance became effective there 
were 289 dealers in Portland han- 
dling electrical appliances. At the last 
count there were 565, almost double 
the original number. 

Incidentally, but from the stand- 
point of the public primarily, Port- 
land’s electrical fires were reduced 
from 182 per year to but eight! 
Which emphasizes: only too clearly 
that once the public is convinced of 





Appliance Sales Thrive Under 
City Censor 


Elimination of sub-standard merchandise 
under intelligent enforcement of city ordi- 
nance has doubled number of stores in elec- 
trical goods trade since long sleeping law 
has been made effective. 


the safety of any electrical appliance 
that might be bought at any store, 
that they buy more than when some 
doubts existed. 

One of the heartiest advocates of 
the ordinance as it now stands is 
M. K. Hedge, of the Hedge Hardware 
Co., Foster Road, Portland, a direc- 
tor of the Northern Hardware Deal- 
ers Association. 

Mr. Hedge, who was the first presi- 
dent of the association, was chiefly 
instrumental in having a clause in- 
serted in this ordinance, which made 
it compulsory for all retailers of elec- 
trical goods to pay license fees, in- 
stead of just contractors and elec- 
trical dealers as at first specified. 

“The ordinance has been specially 
beneficial to retailers,” said Hedge, 
whose electrical department _ was 
started after the ordinance became 


Northwestern Electric Co. supplies current for dealers. J. C. Plankington of the company offers this service to 


dealers as a supplemental salesroom. 
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HE writer of this story 

was asked to supply only 
‘facts. ELECTRICAL 
GOODS holds no brief for 
this method of eliminating 
sub-standard electrical ma- 
terials, but any method is 
obviously better than none. 
The need of a guide for mer- 
chants in selection of quality 
merchandise is apparent. Our 
belief is that the industry it- 
self should supply this guide. 





effective, “because it eliminates not 
only cut-rate competition from the 
market, but also cut-rate material. 
And it makes it easier to sell elec- 
trical appliances because of the 
elimination of material and methods 
of merchandising that destroy con- 
fidence of the buying public.” 

From the manufacturer’s stand- 
point, the ordinance has in some in- 
stances worked a hardship, by way of 
forcing makers to submit their goods 
to the ninety day routine required 
to secure approval trom the Under- 
writer’s Laboratories; but from the 
standpoint of once having their goods 
approved and thus automatically 
standardized, it has given valued 
prestige to all manufacturers con- 
cerned, some of whom have written 
letters of gratitude to the officials 
of the electrical inspection division 
of Portland. . 

So far as the manufacturer of 
cheap, inferior, or dangerous elec- 
trical equipment is concerned, it 


works a serious hardship, not only 
in Portland, but in the six other 
cities in the United States that have 
adopted a similar ordinance. These 
manufacturers will regret to hear 
that nearly 200 cities are correspond- 
ing with Portland with a view of 
learning how the ordinance operates. 

Not necessarily does Portland’s: 
rejection of unapproved material 
mean that the material is inferior, 
but merely that it requires the 
stamp of approval of the Board of 
Underwriters, who once yearly pub- 
lish a 800 page book of listed ap- 
proved appliances, which is supple- 
mented at a six months interval by 
appliances approved up to date. 

And the fact that out of 1200 
manufacturers whose products were 
rejected in Portland because un- 
approved, 400 are now listed in this 
book, with some 50 more under 
consideration, illustrates how eager 
the manufacturers are to obtain 
Portland’s sanction of their supplies 
and equipment. 

J. C. Plankington, of the North- 
western Electric Co., the public 
utility serving Portland, where an 
exclusive retail store was recently 
opened in the heart of the rapidly 
growing Sandy Boulevard sub-busi- 
ness district, sanctions the ordinance 
from the standpoint of public safety, 
from the elimination of sub-standard 
material and from the standpoint of 
the manufacturer. 

“IT believe,” he says, “that in some 
ways the ordinance works a hardship 
on manufacturers who may not be 








Portland Hardware Co. is one of 276 

dealers that have added electrical 

goods since the ordinance became 
effective. 


aware of Portland’s ordinance, but 
since the idea shows evidence of be- 
coming widespread, it is of course 
a splendid thing by way of eliminat- 
ing inferior merchandise from the 
market.” 

Cooperating in a most friendly 
manner with the electrical dealers 
and department stores, the North- 
western Electric Co. uses this new 
store, and their main branch store 

(Continued on page 60) 





The Meier & Frank Co., department store, carry a large stock of appliances since the regulatory ordinance be- 
came effective. 
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Stepping Up 
the 


Sales Unit 
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Being a report of observations of a 
young hardware salesman who was 
always able to solve some problem 
for his customer and add to the sales 


ticket 


HANDED my flashlight to the 
| young man behind the counter 

and asked him to fit a new bulb 
into it. “It gave out while I was 
changing a tire last night,” I told 
him. 

He took the lamp and fitted in the 
bulb and as he handed it back, he 
laid before me a box in which there 
was a form of extension light, with 
cord, socket, wire protection for the 
bulb, with a hook on it. 


Light Where Wanted 


“The best thing for tire changing 
jobs at night,” the young man re- 
marked, “is one of these trouble 
lamps. You can carry the whole out- 
fit in a door pocket and when you 
need it, connect it with a socket on 
the dash and it will give you light 
as long as you want it and wherever 
you want it. Just connect it up and 
you can lay it or hang it where it 
will give you light for any work. 

“You are like many other people, 
I expect, you have always thought 
that if an automobile would supply 
current for head lamps, it ought to 
supply light for you when you are 
working on it. This iamp does that. 
You can have a light just as steady 
as your head lamps for the work you 
have to do. 

“If you have to put on chains at 
night, you know how it is with a 
flashlight. You have to get some one 
to hold it or you have to prop it up 
so you get the light in the right place. 
This trouble lamp sheds light all 
around. 

“It will keep you from driving off 
and leaving tools in the road or on 
the running board. And if a tail lamp 
gives out or headlights, you can in 


a pinch use the trouble lamp to keep 
from getting arrested. I helieve you 
will find that one of these lamps at 
five dollars will pay for itself. You 
know how it is. When you need some- 
thing like that, you need it badly and 
price just then isn’t much of an ob- 
ject.” 

I thought of the time when I had 
got along with a flashlight or even 
with lighted matches, and I thought 
of the night driving I was still to do, 
and I bought the trouble lamp, raising 
the sale unit in that case from 25 
cents to $5.25. 


Always a Booster 


I was thinking about that instance 
and wondering whether the young 
salesman would have shown any in- 
genuity in developing an extra sale 
if I had not given him the opening 
I did in speaking about the tire 
changing incident. I decided to 
watch him, an easy matter as I often 
stop in that store to visit with the 
proprietor. It is one of my hanging 
out places. I found that the young 
man’s work with me was not ex- 
ceptional. He was all the time boost- 
ing his sales by interesting customers 
in further purchases. 

“Will you please put a new battery 
in this flash-lamp?” a woman said, 
handing over a small flashlight taken 
from her handbag. 

“You probably find the batteries 
don’t last very long in this light,” 
suggested the salesman. 

“They don’t last any time at all,” 
she replied. “What is the matter 
with it?” 

“Nothing, except its size. Such 
small batteries can’t give very long 
service, but I suppose you want a 
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smal] flashlight so you can carry it 
in your bag?” 

“Well, I do carry it a good deal,” 
the woman admitted, “but of course 
I use it around the house some.” 


House Sized Flashlight 


“Here is a flashlight,” said ‘the 
salesman, bringing out a large one, 
“that makes a fine light for use 
around the house. It will really light 
up a room so you can see what’s in 
it, and for going into the cellar or the 
attic, it is a wonderful help because 
the light spreads out instead of light- 
ing just one small spot. 

“If you had one of these to use 
around the house and kept the little 
one just to carry with you, you would 
use fewer batteries and you would 
have a much better light. Just try 
this one and see how easy it is to 
hold.” 

He got the big flashlight into the 
customer’s hands and he had her at- 
tention and interest and before long 
he had her money for it. A 25 cent 
sale boosted to the $1.75 level. 

Another customer came in to get 
fresh batteries for a flashlight. The 
salesman soon discovered how this 
man used his flashlight. “Our coal 
cellar is sometimes so dark you can’t 
get coal without a flashlight. It’s all 
right when there’s lots of coal there, 
but when the coal gets a little bit low 
and we have to go further back, it’s 
dark as a pocket and we have to keep 
a flashlight handy.” 

The young man tested the flash- 
light with the new batteries in it and 
handed it to the customer, saying: 

“T’1] tell you what you might do if 
there is an electric light just outside 
of the coal bin.” 











“Yes,” responded the man, “there’s 
a light outside, but it doesn’t reach 
far enough, not when the coal gets 
low.” 

“All you need, then, is to put a two- 
way socket on where that lamp is and 
screw in the plug on this extension 
cord and put this socket end over a 
porcelain knob in the coal bin and 
you can have light right where you 
want it. You don’t need an elec- 
trician to do it. I can show you just 
how and it will beat using a flash- 
light.” 

I discovered from observing this 
young salesman at work that he was 
not dependent upon his customers 
making openings for him to suggest 
further purchases. If they gave him 
no clue, he dug one up. He asked 
enough questions to get them talking 
about the way they used flashlights 


danse 


The young man behind the counter 
might have suggested that I get an 
extra lamp to have on hand in case 
the other old one should give out, but 
he did better than that, he sold me a 
neat little box in which were four 


“extra lamps, two for headlights and 


one each for dash and tail light. He 
made a worth while sale out of some- 
thing of little importance if the sales- 
manship were left out. 


Up from 98 Cents 


I saw a window display of electrical 
equipment for the table; toasters, 
waffle irons, percolators and grills. 
There was a toaster in the display 
that was priced at 98 cents. That 
seemed so low a price that I was 
surprised. I thought it would be a 
good buy. We had never had an 
electric toaster at our house. 


the difference; don’t you think so?” 

That sort of salesmanship led me 
to buy the better toaster and I after- 
ward learned from the proprietor of 
that store that they had onl¥ a 
quarter of a dozen of the 98 cent 
toasters and of those they sold only 
two. They were good enough sales- 
men to induce people to pay for the 
better article. 

In fact the dealer told me that a 
little rivalry sprung up among the 
salesmen and each one felt that the 
others would have a joke on him if 
he sold one of the 98 cent toasters 
while the rest were able to influence 
customers to pay more. 


$20 More Each Sale 


I know a young electrical goods 
salesman whose sales of washing 
machines average $20 each more than 
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and then he was ready with sug- 
gestions for something that would 
help make better service. 


He Adds $135 


In this last case he added the sale 
of a 20 ft. extension cord, 2 porcelain 
knobs and a 25 watt bulb, with a wire 
lamp guard to protect it, an extra 
sale of $1.35. And he did this with- 
out taking the undesirable position of 
suggesting to the customer the 
thought that he could be his own 
electrician, a somewhat dangerous 
procedure. 

A traffic officer held me up one 
night because one of my headlights 
was out. I had not discovered the 
fact until he told me and I made my 
way to the nearest supply store that 
was open. 
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“Let me see the ninety-eight cent 
toaster,” I said to the salesman. 

He led me to the proper showcase 
and placed one of the 98 cent toasters 
in front of me, saying: 

“That’s the same as we are show- 
ing in the window. It’s a special 
buy, the cheapest toaster made, I be- 
lieve. I wish you would compare it, 
however, with this one of the next 
better grade. 

“This better one uses almost a 
hundred less watts of current and it 
will toast two slices of bread at once 
as against the cheaper one-at-a-time 
toaster. That makes the current for 
toasting cost considerably less than 
half as much. The better one is quite 
a handsome piece of equipment, takes 
up less table space and is more easily 
kept clean. It’s worth more than 
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his nearest competitor in the store 
just because the young fellow always 
sells a grade worth at least $140 
while the other two salesmen take 
more orders for the cheaper grades 
than for that better kind. 

You never heard the leading sales- 
man talking about the $140 price as 
against the $115 or whatever it may 
be of the cheaper washer. It is 
always the difference in price that 
he mentions, and he almost makes the 
customer think that difference is all 
there is to pay. At least there is 
somewhat that subsconscious in- 
fluence. 

It is always worth remembering 
that the customer wants the best, 
would rather have it, and will do his 
part toward convincing himself that 
it will be the cheapest in the end. 
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Helping Women 
to Break Own 
Work Habits 


ISS HELEN D. CRAW- 
M FORD has realized the ob- 
stacle in selling electrical 
appliances clearly. She knows that 
women naturally covet the beautiful 
percolator or urn to replace the 
coffee pot, but their work habit, 
handed down from previous genera- 
tions, makes them hesitate about 
accepting the new order of things. 
So Miss Crawford, who specializes 
in electric appliances for the Mc- 
Gregor Hardware Co. of Winfield, 
Kan., a city of about 8000, just leads 
the women into a trap waereby they 
convince themselves thit they can 
do their household tasks with less 
effort and more satisfactory results 
the new way. Then she sells them 
the appliance. 

Miss Crawford writes: 

“To be successful in selling ap- 
pliances one must know the regular 
selling methods plus overcoming the 
old way of doing things by proving 
how it is done easier and better. 

“Take, for instance, demonstration 
of a percolator or a waffle iron: The 
prospect is pleased. The appliance 
looks good and sounds good, but the 
old way is pretty good and the price 
is a ‘lot of money’ compared with the 
prices of the familiar equipment to 
accomplish the same purpose. 

“So I have tried this method— 
suggesting to the interested woman 
that she take the appliance home and 
try it a few days, and if it pleases 
in actual use that she buy it. If it 
is not all that she expects, return it. 

“T realize that I am working in a 
small city and my customers are 
people whom I know and, incident- 
ally, I know their credit rating and 
in most cases their home customs as 
well. 

“This plan might not work as well 
in a larger community, even if cash 


by better Salesmien 


$15 FOR YOUR BEST SALES STUNT $15 





you did to put over the sale. 





sales were made subject to return, 
but I cannot recall a single instance 
where this plan has failed me—and 
frequently the offer closes the sale 
without the trial. 

“This shows that if you have con- 
fidence in your appliance and you are 
willing to take the time and trouble 
to see that your customer under- 
stands it before you turn it over for 
trial, you need not be afraid to prove 
your point. Usually people to whom 
you extend the offer of the trial come 
back to tell you they are well pleased. 
I perhaps need not add that we do 
not advertise appliances on trial to 
everybody.” 

Miss Crawford’s method of open- 
ing the door for small appliance 
sales brings up a point that has im- 
pressed us in our investigations of 
the appliance trade. 

We are told that there is a larger 
percentage of appliance sales to the 
number of wired homes in the larger 
communities than in the small towns. 
Some people have told us that this is 
because in the larger communities 
the light and power companies do not 
put as much pressure behind the.sell- 
ing in the smaller communities. 

This reason we refuse to believe— 
for we think that our merchants are 
better merchandisers than any light 
and power company. It is true that 
the housewares merchant has not the 
incentive of profits on the electric 
current to urge him on, but if he 
will give one-third of the effort to 
selling appliances as the light and 
power company salespeople do, he 
will outstrip them because of the 


42 


for publication on this page, and $2 each for each other idea 
accepted for publication. We want short stories telling how you 
got people to examine your appliances or radio, and then what 


OR 


A story of merchandising cooperation by the sales department of 
a light and power company in making a sale. We know that in 
some communities the light and power company makes special 
efforts to assist merchants in sales, because it is to their interest 
to have these appliances in use. 
best done. Address all communications to the Editor. 


We want to know how this is 





confidence the community places in 
him and because he has the advan- 
tage of store traffic—that is, a large 
number of women and men passing 
through his store thinking of buy- 
ing something for the home. 

In the first place, we believe that 
there is really a much larger pro- 
portion of sales of appliances to the 
number of wired homes in the 
smaller towns than most people be- 
lieve. We would like to have some 
small city merchant tell us exactly 
what percentage of wired homes his 
percolator, or toaster, or cleaner, or 
washing machine sales make to the 
total number of wired homes. 

Second, we believe people of the 
larger communities are more in- 
clined to experiment with new equip- 
ment than in the smaller communi- 
ties. As a result of this tendency, 
the appliance salesman in the smaller 
community has a greater resistance 
to overcome and must use extraordi- 
nary methods to make the sales. 

This is an excellent subject for 
discussion and we will welcome opin- 
ions and especially will we be glad 
to print (and to pay for) stories of 
how the small town salesman over- 
comes the resistance. 

In this connection, we call your 
attention to an addition made in the 
plans for the discussion on this page. 
We know that many light and power 
companies help merchants and we 
want to know how they do it. This 
information will be very valuable to 
merchants in communities where the 
light and power company merchan- 
disers are mistakenly competitive. 
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2 Reasons for 
Early Start of 
Christmas Sale 


WO very good reasons present 

themselves for the early start 

of your holiday merchandise 
display. 

First of all, “Bargain” is a very 
much overworked selling appeal. 
There are many people who get very 
tired of the “bargain” appeal. On 
some very necessary merchandise 
many people do not like to feel that 
they bought merely because of a 
saving of a few cents. Then, too, 
with the mind centered entirely upon 
saving, many latent prospects for 
the purchase of electric appliances 
are lost—electric appliances have not 
yet quite entered the class of money- 
saving necessities. 

The second is that many people 
start out with the intention of get- 
ting their gift purchases off their 
minds as early as possible and be- 
cause they start early they take time 
to think over any suggestion offered. 

So if you want these early shop- 
pers to buy from your electrical 
goods department, put your gift sug- 
gestion cards with your stock early 
and give the people time to think it 
over and time for them to learn if 
Cousin Nellie has a percolator and 
if she has, which of the other appli- 
ances would make the best gift. 

Then, too, people are thinking over [Orr thee 
the Thanksgiving family party and it ne AAV AEE { 
is entirely possible to make a few : ‘ nar 
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dining room and kitchen sales for a 
PRESENTS [7 


that occasion and with your elec- 





“Bargain” Is Overworked - by T. F. Chantler | 



































trical goods department dressed up PLEASE AL 
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for Thanksgiving it will be an easy } 


matter on Friday after the big 
Thursday to change this Thanks- 
giving atmosphere to that of Christ- 
mas. 

And right here let me make this 
suggestion: Put in the first Christ- 
mas display suggestion the day after 
Thanksgiving and have ready two 
more displays to be used before 
Christmas for one will get dingy. 
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Radio Show 


Small Town 
By John M. Van Voris, 


Partner in the firm I. Van Voris & 
Sons, Cobleskill, N. Y. 


ADIO is largely seasonal. 
R Probably 75 per cent of re- 
tail sales are made between 

Oct. 1 and March 1. 

We would all like to have this 
changed and be able to spread the 
sales smoothly over the whole year, 
but we find it difficult to change the 
habits of our customers. The 
colder months are associated with 
the idea of snuggling in, the 
warmth of the open fireplace, a lit- 
tle party inside and fitting in with 
all this naturally comes the radio. 

With the advent of spring and 
the warmer months we find our 
recreation largely out of doors, the 
auto takes us away from home, 
evenings are spent in riding and 
the thought of a new radio rarely 
crops up. 

Right now we have entered on 
the real radio season. The Demp- 
sey-Tunney fight, the world’s series 
baseball: games have plunged us 
rapidly in what bids fair to be a 
banner radio year. But, then, let’s 
get down to brass tacks and tell 
how we handle the radio business 
in a country hardware store. 

Our store is fundamentally a 
hardware and _ housefurnishings 
store located in a town of about 
3000 and serving a good agricul- 
tural territory. We added radio to 
our business three years ago, plac- 
ing it in charge of a young man 
who knew radio and was deeply in- 
terested in it. The department has 
developed very satisfactorily with 
an increase of about 60 per cent the 
second year and 40 per cent the 
third. 

We believe that our method of 
advertising has played an impor- 
tant part in this growth. We start 
off pushing radio around the mid- 
dle of September when people are 
beginning to feel in the mood for 
a new set. 

We formally open the season with 
a radio show. There is nothing 








Window displays helped to attract attention to the announcement of 
the Van Voris Radio Show. Remember this window display is in 
a town of 3000. : 


elaborate in the way we put this 
event on. For the actual display 
we clear out the front part of the 
store, put down rugs, a few easy 
chairs, arrange the radio console 
and table models around in an at- 
tractive manner with a few electric 
lamps and flowers here and there, 
and we’re all set to entertain. 

The publicity which we put on 
our radio show is as follows: 

1—Good-sized advertisements in 
two local papers. 

2—Distribution of hand bills in 
automobiles and to the houses in 
the village. 

3—Mailing of 100 cards to a se- 
lected group from our mailing list 
inviting them to our radio. show. 

4—Window display with a 
streamer calling attention to the 
radio show. 

The result has not been a huge 
crowd, and yet the result has been 
satisfactory. We have found that 
the people who come out have most- 
ly been interested in a buying way. 
We do not necessarily establish 
any record for volume of sales—in 
fact, our actual sale this year was 
only one set for $200 and six me- 
dium-priced speakers. However, 
we did obtain a very excellent num- 
ber of prospects whom we, from 
our own contact with, know have 
the intention of buying a radio this 
fall. This list of names, which we 
enter on or special prospect cards, 
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represent the real value of the 
Radio Show. 

During the season, in addition to 
our newspaper and direct mail ad- 
vertising, we find it works out very 
well to have several farmer agents 
in territories lying farther removed 
from our store. These agents do 
no selling. They are merely indi- 
viduals to whom we have sold a set 
and are, perhaps more enthusiastic 
over radio than the average. 

Our arrangement with them is to 
supply us with names of their 
neighbors whom they learn are 
thinking about buying a receiver. 
We then start working on these 
names, and whenever a sale is made 
a check in way of remuneration is 
sent to the agent turning. in the 
name. 

This season we have gone one 
step further on a plan which we 
hope will work out profitably. We 
have arranged with a young man, 
located in a territory from which 
we cannot expect to draw much 
business, to act as a sub-dealer for 
us. We are supplying him with ac- 
cessories, a few sets and catalogs. 

Winter months in the country 
hardware store are the dullest 
months, but now, with a radio busi- 
ness successfully developed this is 
no longer the case. In fact, we 
have found that radio in the hard- 
ware store has proved a decidedly 
profitable and logical department. 
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Model 60 


ONE MINUTE 


Here are — 
Some of © 
the* | 


‘eatur 


. Handsome appearance. 


Sturdy pressed steel con- 
struction. 


. Corrugated Copper Tub, 


nickel plated inside. Full 
six sheet capacity. Quick- 
ly and easily drained. 


. New flexible Turbinator. 


Creating fast washing, 
yet safe water action. 


. Wringer of pressed steel, 


Udylited (rust proofed). 
Quick acting tension re- 
lease. 12” cushion rolls. 


. Westinghouse Motor. 


Quiet enclosed belt drive. 


. Three legs. The washer 


sets firmly on uneven 
floors. 


. Large casters, enables 


washer to be easily 
moved. 


. Compact construction. 


Washer occupies small 
space when not in use. 


. Lid of Spun Aluminum. 


Easy to keep clean. 
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NE MINUTE 


From all over the United States we are daily receiving telegrams and 
letters like these below. The coming of the New One,.Minute Model 60 
has opened a new and bigger field for the sale of washing machines. 


From New York— 
A VOLUME GETTER 

Accept our congratulations on the exceptional 
merits of your late addition to the One Minute 
family the Model Sixty. We have been handling 
washers for a number of years, have handled various 
lines, and it occurs to us that this particular model 
has exceptional merchandising merits and should 
prove a volume getter. 

W. A. Osgood. 


From North Dakota— 
EVERY DEMONSTRATION A SALE 
It would probably be interesting to you to know 
that every demonstration on the Model 60, to date, 
has been an immediate sale. It’s simply—‘“I’ll 
Harry D. Jackson. 


From Nebraska— 

EASY TO SELL 

We received shipment of five Model Sixty ma- 

chines and must say they are far better than we 
expected also they stand the test on demonstration 
and my salesmen are glad to sell them as they find 
same easy to sell and the people are pleased with 
them. Please ship me ten more at once as the five 
are sold and I need them at once. 

R. Zola Electric Appliance Co. 


From Iowa— 
BEST POPULAR PRICED MACHINE 
Have examined sample Model Sixty One Minute 
looks like best popular priced machine on market. 
Ship us one hundred machines for our September 
sale. Davidson Bros. Co. 











HE Success of One Minute dealers 

everywhere is the real proof of the 

money making possibilities of this new 
Model 60. 


It is the kind of Washer the public wants. 


The low retail price—less than $100.00— 
opens an entirely new field for the sale of 
washers in any community. And with its 
wonderful appearance, washing ability and 
sturdy construction the One Minute Model 60 
is rapidly proving to be the fastest selling 
washer offered the trade in many years. 


Investigate the One Minute Franchise. 


It is a real opportunity. One which now 
offers the easiest and surest profits in the 
washer field. One Minute’s relations with 
dealers have always been fair and square. We 
firmly realize that your success is ours and our 
whole plan of merchandising is one of help- 
fulness and complete co-operation. 


One Minute Manufacturing Co. 


Newton, Iowa, U.S.A. 


ONE MINUTE MANUFACTURING CO. 
Newton, Iowa, U. S. A. 


The Public 
Wants This 
Kind ofa 
Washer 


The “washer wise” seek the best 
washer at the lowest price. The 
Model “60” appeals ‘to them 
quickly. 


The folks who have never 
owned a washer, quickly see the 
big value offered in the Model 
“60” and they buy. 


Newlyweds who know little or 
nothing about washers are at- 
tracted by the handsome appear- 
ance and utmost simplicity of the 
“60”. They decide quickly that 
this is the washer they want. 


No doubt about it—your field is 
unrestricted—your opportunity to 
make money is unlimited with 
the One Minute Model 60. 


It opens the purses of those 
who cannot afford the more ex- 
pensive machines. It creates de- 
sire among women who already 
have out-of-date washers. It fills 
a definite demand which washer 
dealers have sought to fill for 
years. 


Send the coupon today 


Immediate action 
may win this oppor- 





Send immediate details of the One Minute Model 60— tunity for you. 


also your best dealer’s proposition. 





























































TRADE MARK 


: &f7 ELECTRICS 


Ranges and Appliances 


Are serving thousands of delighted users every day. 

Sturdy, durable construction eliminates excessive servicing—exclusive features make them easy to 
sell. 

It is the ideal line for practical gift-giving. Is your stock complete for the holiday trade? 


Ask your jobber or write us. 





A. J. Lindemann & Hoverson Co. - 435 Cleveland Ave., Milwaukee, Wis., U. S. A. 
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Christopher Columbus 
ail Monument at Madrid, 
Spain, by Sunol 











IN ADVERTISING, 
AS IN CLEAN- 
ING, HISTORY 
DEMANDS THAT 
HOOVER CON- 
TINUE THE 
LEADER—THE 
PIONEER 

















LEADERSHIP 


Hoover now adds RADIO to its already outstanding advertis- 
ing dominance! Powerfully, truthfully, believably, the Hoover 
story of easier, faster, deeper cleaning keeps Hoover, as usual, 


ahead on every count—particularly dealer profits. 


THE HOOVER COMPANY 
NORTH CANTON, OHIO 
The oldest and largest maker of electric 
cleaners . The Hoover.js also made 
in Canada, at Hamilton, Ontario 
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Merchants Seeking Exclusive Sales 
Territory for Appliances 


XCLUSIVE sales representa- 
HK tion in a defined trade terri- 

tory is a lure that is causing 
many established merchants to 
change their attitude toward the 
larger electrical appliances. These 
merchants come from that class of 
houses which object to doing busi- 
ness on price competition. They 
have money, community standing and 
adequate store traffic to give ade- 
quate community sales representa- 
tion. 

They believe in established mer- 
chandise. They employ outside men 
and in the larger communities they 
have connections in different sections 
for the purpose of supporting their 
merchandising plans. They are, 
usually, the heaviest advertisers in 
the community and when they stock 
an article they want to feel safe in 
advertising it. 

Recently ELECTRICAL GoopDs has 
printed several stories of merchants 
who have taken lines on an exclusive 
sales basis and have prospered, along 
with the lines they represented. 


Small Town Merchant 


Notable among the firms whose 
activities have been reported are the 
W. F. Bevill Hardware Co. of 
Logan, W. Va., and A. I. Namm & 
Son of Brooklyn, N. Y., representing 
widely differing fields of merchan- 
dising but working successfully on 
the same theory. 

The Bevill company is essentially a 
county merchant. The county is 
their trade community and they have 
adequate facilities for properly rep- 
resenting any article for which they 
accept the sales franchise and are 
given the proper merchandising pro- 
tection. 

This company has the home county 
covered by representatives who can 
not only find prospects for larger ap- 
pliances and make sales, but who 
cover much of the cost of their time 
and travels by promoting the sale of 
regular merchandise. These men 
must be more than specialty sales- 
men, for they must build good will 
for the store in every respect. 

The manufacturer who places his 


appliance on sale with such a mer- 
chant can rest assured that it will be 
properly sold, as overselling—the 
great danger today—or a failure of 
service means much more than 
trouble over the one item in that 
such dissatisfaction may lead to the 
store’s losing the family trade. 

A. I. Namm & Son is taking 
on the exclusive sale of a large ap- 
pliance was confronted with a differ- 
ent proposition. The store is an im- 
portant one in the trading community 
of Queens and Brooklyn, which have 
a population in Greater New York of 
about 4,000,000 across East river 
from Manhattan. A compact com- 
munity but with the stores in Man- 
hattan as competitors. The store 
has a heavy traffic but because of 
metropolitan conditions is closed in 
the evening. 


Branch Stores 


In order to meet this situation, 
the Namm company decided to put in 
branch stores in various sections of 
the community where demonstrations 
can be made both day and evening. 
Also outside salesmen report to these 
branches in the morning, saving the 
long trip to the main store which 
gives them more time with prospects. 

In order to offset the obvious ex- 
pense of the specialty store, Namm 
company is using these stores as 
headquarters for the sale of other 
appliances and also is using them as 
good will builders for “The Namm 
Store,” as the main store is known 
throughout the community. As the 
proposition develops, it is likely that 
these stores will be used for many 
merchandising experiments. 

It is possible that trials will be 
made in selling seasonal articles of 
the larger unit value at times—per- 
haps electric heaters in the fall or 
fans in the spring. There is no in- 
tent at present of using these stores 
as a means of sale of the ordinary 
run of counter goods. 

One advantage of such a store is 
obvious. A man trained in specialty 
selling pointed this out after he had 
been in a Namm branch store for 
several weeks. His way of explain- 
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ing the advantage was like this: 

“I was given special training in 
Namm history and customs, so I 
could go to the trade as a Namm 
store man. I was glad this was so, for 
when this branch was opened, women 
walked in, looked around and asked— 
‘Is this really a part of the Namm 
store?’ I told them that it was and 
we had opened it as a shopping con- 
venience. They proceeded to make 
themselves at home and did not seem 
at all worried that we showed them 
refrigerators, cleaners, washing ma- 
chines and the like. 

“In fact we got a shopping air 
from the start, something we do not 
get in the specialty store where 
women are afraid because they ap- 
pear to believe we are going to sell 
them something whether or no. It 
is easier to sell them when they are 
at ease.” 

This same thing is true of course 
when a man calls representing an 
established store. When a man calls 
representing the Blank Washing 
Machine Co. the woman is immediate- 
ly on the defensive. When a man 
ccmes representing a local store with 
which she trades, she is interested to 
at least find out why he came. 


The Other Side 


There is, of course, another side 
to the story. Some stores have had 
trying experiences along this line be- 
cause the manufacturers did not get 
the idea. Other stores have just 
plain laid down on the proposition 
they accepted and left the manufac- 
turer holding the bag. But such is 
business today. 

One merchant told us recently of 
accepting such a franchise for an 
appliance selling at about $75, spend- 
ing $500 to get an advertising flare, 
and then finding that the manufac- 
turer had used his purchase to sell 
a dozen small stores in his trading 
community. This buyer sold out his 
initial stock and quit cold. The appli- 
ance is dead in that community. 

Many merchants are doing well on 
exclusive sales territory agreements 
~-so well indeed that we expect to 
see the plan spread rapidly. 
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The Recognized High Quality 


of Horton Washersand Ironets 
—Completeness of the Line— 
OpenGreater Markets osha 

























Horton is synonymous with high quality 
manufacture and dependable performance. They 
have confidence in Horton products. 


The Horton dealer carries a complete line — 
one which meets the needs and purchasing 
power of every prospect—all under the Horton 
name. He displays and sells profitably in his 
own store, both submerged agitator and suction 
type washers— washers with wood or copper 
tub—washers powered by electricity, gasoline 
motor, power pulley, water motor or hand. 
Brand competition is eliminated. Sales resist- 
ance common to lesser known washers is broken 
down. 


Behind each Horton Washer or Ironer stands 
the record of more than 57 successful years. 
Closely co-operating with each Horton dealer is 
the friendly Horton organization—factory, sales 
and service. May we not explain to you in de- 
tail why these things enhance the value of the 
Horton franchise? 












we The No. 34 Series 


Submerged agitator type 
washer; burnished cop- 
per tub; new type wringer 
with semi-soft roll; 
double-tilt drainboard. 
Remarkably quiet in oper- 
ation. Practically service- 
proof. In electric, gasoline 
or pulley power. 


HORTO] 






HORTON MANUFACTURING COMPANY 
1322 Fry Street 
FORT WAYNE, INDIANA 







OMEN of America know that the name 













The New Horton 
Automatic Ironer 


This splendid ironer for the 
home presents many new re- 
finements in a design which 
has: always proven success- 
ful. 30-inch complete open 
end roll; heated by electricity 
or gas; electrically driven, 
The ironer business is grow- 
ing rapidly, You will find a 
ready market for this very at- 
tractive, efficient unit. 





Washers 


lroners 








GOOD PRODUCTS — Yes! and above all else GOOD FRIENDS 
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Electrical Business Briefs 


ERCHANTS will be specially welcomed to 
M Chicago by manufacturers and _ wholesalers 

during the week of Nov. 26 to Dec. 3. It may 
sound a bit odd to say merchants will be “specially 
welcomed,” for we never knew a time when a wholesaler 
or a manufacturer was not ready to receive a merchant- 
visitor with open arms. But all Chicago manufacturers 
and wholesalers are planning extra displays and social 
affairs for the week mentioned. 

The occasion is a special railroad rate which has been 
granted because of the Notre Dame-Southern California 
football game Nov. 26 and the International Live Stock 
Exposition all of the next week. The Live Stock show 
has become the greatest affair of its kind in the world 
and is always accompanied by special entertainment fea- 
tures in Chicago. The opera, theaters and similar enter- 
prises regard this week as their opportunity and now 
the manufacturers and wholesalers see their opportunity 
in it. 

The occasion is to be made one for showing the 1928 
lines and the effort will be to establish relations for 
the coming year. It is believed that this week, follow- 
ing Thanksgiving week and before the Christmas rush 
begins, is the best opportunity to talk about the new 
year. 


OCIETY for Electrical Development has “gone to 
the front” in New York City on behalf of electric 
cooking appliances in the so-called “apartment hotels.” 
There is a considerable difference between the building 
laws governing the construction of a hotel and an apart- 
ment house. Recently builders have constructed a good 
many large buildings under the hotel rules and then 
have installed electric appliances in the “serving 
pantries.” They have expressed surprise when it was 
learned that many tenants were preparing meals on 
these appliances and more surprised when the city 
threatened to stop this procedure. Of course, if cook- 
ing was stopped, many of the tenants would move. The 
society has gathered data showing an amazing lack of 
fires caused by electric cooking appliances—only three 
in Manhattan in a year and these because some lazy 
people tried to cook meals in bed. The arguments filed 
with the Tenement House Commission indicate that 
there is practically no fire danger in preparing meals 
electrically in a “warming pantry.” 


T the recent convention of the National Association 
of Railroad and Utilities Commissioners at Dallas, 
Tex., several speakers attacked recent developments in 
the way of holding companies for gas and electric util- 
ity locals. Not much fault was found with the older com- 
panies, but those formed by stock manipulators were 
subjected to severe arraignment. President John P. 
Shaughnessy opened the subject in his annual address 
and later in a round table presided over by James S. 
Benn, a Pennsylvania commissioner, there was out- 
spoken criticism. The chief criticism was that hold- 
ing companies buy local companies “at prices in excess 
of real value and turn them over to a holding company 
at a profit, which thereupon turns them over to operat- 
ing companies for operation, resulting in detriment to 
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either the using or investing public.” Many viewpoints 
were expressed by the commissioners. 


XECUTIVE Committee for the Society for Elec- 

trical Development has approved of several activi- 
ties for the coming year that will be of interest to 
merchants who sell electrical goods. First, the Red Seal 
Home movement will be pushed. This means a greater 
activity in an effort to get all homes adequately wired 
so that appliances can be used conveniently. A second 
recommendation is to continue and enlarge the effort on 
behalf of Uniform Codes and Ordinances. This is an 
effort to have similar regulations adopted in all civil 
inspection practices. It will mean that when an appli- 
ance or wiring supplies are legal in one community they 
will be legal in all. Merchants will then not have to 
look up each article they offer for sale to see if its use 
is approved in their community. The present publicity 
service will be continued. This is a service that sup- 
plies odd electrical items and cooking recipes to news- 
papers. The Electrical League movement is to be 
departmentized and expanded. 


ULP Theft Proof Lamp Co. of Chicago, announces 

that contracts have been signed with the General 
Electric Co. whereby the Kulp Safety Lamp device will 
be manufactured by the General Electric Co. and dis- 
tributed through Mazda lamp dealers. It is the inten- 
tion to make the protective device available for all sizes 
of Mazda lamps. The device goes into a standard socket 
and by giving the lamp an extra twist after contact is 
made, a tiny pin comes into action and the lamp bulb 
cannot be removed until it is broken. Many large com- 
panies now use this device to prevent thefts. 


B. MALLORY has been elected president and a 
edirector of the Climax Electrical Refrigeration 
Co., a subsidiary of the Dulany Trust. Mr. Mallory 
began with the Westinghouse organization in 1903 and 
was at the head of the radio department of this com- 
pany during the first years of rapid development. He 
gave much time to organization of the radio industry 
and is widely known in that trade. 


AL. P. SHEARER, recently with the Zenith Radio 
Corp., is the new general sales manager of the 
Splitdorf Radio Corp. Mr. Shearer’s experience, previous 
to joining Zenith, was with several piano manufacturing 
companies where his record is one of successful selling. 
In his new engagement he will work with Robert W. 
Porter, vice-president in charge of sales for the Split- 
dorf-Bethlehem Electrical Co. and allied industries. 


EDERATED Radio Trades Association announces 

the opening of a permanent headquarters at 32 
West Randolph Street, Chicago, in charge of H. G. 
Erstom, recently elected secretary. With the estab- 
lishment of this office, the association will be able to 
give even more cooperation in radio problems. 


G. McPHAIL, recently with the Electrical League 
e of Rochester, has joined the staff of the Society 
for Electrical Development as a field man. 




















TIE TRON YOU HAVE 
WANTED TO SELL °ee 


Untouched by competition! Embodies more im- 
provements than any other [ron on the market. 


NStaaez] Bakelite NoBackrl 


d manent, yer steened 
an connection that swings 
out of the way in use 
Genuine BAKELITE, = st" Sa ae 
Low - Medium - High. moulded to the grip. 
Just press the red but- Can’t tire the hand. 
tons with the same 
hand that holds the 
iron! The right heat 
for any and all iron- 
ing, when it is wanted. 
A marvel of conven- 
ience and economy. 









Can’t burn, warp. 
crack! Whata talking 
point, Mr. Dealer! 







@ 


JeJug a 


Regulating “y Heat a i ee 
ELEC TRIG TRON® Meet 


The iron every woman will welcome! 
Made of the best, yet costs little more 
in comparison. Heat delivered swift- 
ly in the right amount by three red 
buttons. Bakelite handle. Back plug, with its atten- | Stock DeJur Irons and have a big Christmas sea- 
dant expense and annoyance, gone forever! And the son. This marvelous new device will sell on sight. 
, Z : 3 The magic red buttons, the new swivel connection 
oversized, heavily armored connecting wire will last that swings out of the way—the downright labor- 
a lifetime. Quality, convenience, everything in the  ‘aving value of DeJur is sensational! 


Dealer’s favor. Write for our proposition TODAY! 
DeJur Propucts Co, 


We have a Valuable Proposition for 195 Lafayette Street, New York City 
Dealers and Agents. Write or wire us a 
Built to Last a Life-time 


in time to get your share of the big 
Christmas business! 
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New Goods to Sell 


“Regal” New Geier Cleaner 


The P. A. Geier Company, 540 East 
105th St., Cleveland, Ohio, manufac- 
turers of the Royal and Super-Royal 





electric vacuum cleaners, has announced 
a new, popular priced machine under 
the trade name “Regal,” to be distrib- 
uted through jobbers and dealers. 





De Jur Three Heat Iron 


The De Jur Products Company, 199 
Lafayette St., New York City, is pro- 
ducing an electric iron on which the 


‘Qn 





heat is regulated by pressing one of 
the three little red buttons located in 
the handle. Low, medium or high heat 
can instantly be secured by the ma- _ 
nipulation with the thumb of. these 
little buttons. Another novel feature 
is the elimination of the back plug— 
the connecting cord leads directly from 
the iron through the connecting wire to 
the wall socket. The wire is flexible 
and swivels to the movements of the 
iron and the operator, so that it is al- 
ways out of the way. The handle is 
of bakelite. 





New Cabinet Electric Heater 


A new type electric heater, designed 
upon the principle of convection, has 
been announced by Schleicher, Inc., 





radiator furniture manufacturers lo- 
cated in Gary, Ind. The new product, 
called the Slyker Konvektair, is offered 
in two types. One a wall heater, meas- 
uring approximately 25 by 8% by 3 in., 
may be hung on the wall just above 
the baseboard. The other model, a cabi- 
net heater, is built in various period 
designs to conform with furniture and 
interior decorating plans, and varies in 
size from 22 by 20 by 12 in. to 40 by 32 
by 12in. In the cabinet models a humidi- 
fier is provided. Models are finished 
in ivory and walnut. The heater is 
plugged into a lamp socket. 





Revere Telechron Electric Clocks 





The Revere Clock Company, Cin- 
cinnati, Ohio, has recently added to its 
already extensive line of _ electric 
clocks. The model illustrated is No. 
R 430, with Westminster and Canter- 
bury chimes, in mahogany case, lac- 
quer finish and Spanish highlighted. 
The height of the model is 14% in., 
width 11 in. and depth 7 in. The clock 
is plugged into the light socket and 
set at the correct time. It will run as 
long as the current is supplied and 
keep accurate time. The clocks can be 
had in three types of movements— 
striking the hour and half hour only; 
chiming Westminster on four rods with 
hour-strike on deep tone symphony rod, 
making five in all; or a combination 
chiming Westminster and Canterbury 
on six rods with the hour strike on a 
triple-chord using three of the chim- 
ing rods. The clocks have a full sweep 
second hand. 





New Sonatron Tubes 


The Sonatron Tube Co., 108 W. Lake 
Street, Chicago, has announced two new 
tubes—Nos. X-226 A. C. and Y-227 
A. C.—to operate direct from an alter- 
nating current socket, doing away with 
rectifier and filter. X-226 A. C., for 
use in radio frequency and audio fre- 
quency amplifier circuits, takes a cur- 
rent drain of 1.05 amps. at 1.50 volts 
and operates with a plate voltage of 90 
to 135, to a maximum of 180 under full 
power. The standard four-prong UX 
base is used. Y-227 A. C. is designed 
for use as a detector in a receiver using 
X-226 A. C. tubes as amplifiers, through 
the Y-227 may be used as an amplifier 
tube. It is a heat-principle tube, self 
stabilizing to eliminate the hum. Cur- 
rent drain in this type is higher than 
in the X-226 A. C. 1.75 at 2.5 volts be- 
ing required. A five prong socket base. 
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O. K. Vacuum Brush 


The O. K. Machine Company, 210 
Popular Street, Ft. Wayne, Ind., has 





just brought out two new models of 
their vacuum brush. Model A weighs 
3 pounds, has 3% inch nozzle; the dust 
bag is located at the rear end of the 
cleaner and is supported by a strap 
hung on the arm of the operator. Model 
B weighs 4% pounds and has a 5% in. 
nozzle; it can be hung on the arm and 
used as a whisk broom, the same as 
Model A, or a handle can be attached 
and the brush used for floors. Can be 
had with a motor driven brush, which 
is enclosed inside the nozzle or with a 
straight brush which is detachable. 





New Electric Stove 


The Little Chef Electric Stove, one 
of the latest products of the Delta 
Electric Company, Marion, Ind., stands 





2% in. high with a heating surface 
of 6% by 6 in. The stove is made 
of cold rolled steel, nickel-plated. Two- 
piece plug and 6 ft. of cord supplied; 
110 volts, 450 watts. The model is 
known as No. A-1050. 


Acme Pearl-O-Cone 


The Acme Pearl-O-Cone loud speaker, 
one of the latest products of the Acme 
Electric & Manufacturing Co., 1444 
Hamilton Ave.,- Cleveland, Ohio, is 
made of Pyralin in a variety of color 
shades. The speaker stands 19 in. high, 
the cone being 17 in. in diameter. 



























SAN FRANCISCO 























i 
t 

; 2 eae 

1 iw, Pe 

Aye ce 



































Electrical Goods Section 






HEATERS 


i 1 7 = TT & ‘§ P. 5 i 
ss F ee Ds ill pI se 7 ony 
comtere tanx||| HIGH WATTAGE ||] WALL INSERT ||] BATHROOM 
WATER PORTABLE 
HEATERS HEATERS HEATERS 


57 





CITY PHILADELPHIA 
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Melons for Christmas? 


. » SIR, you can cut yourself a nice juicy 
profit melon by pushing, boosting and display- 
ing the Majestic Hotcake and Waflle Iron and 
Majestic Electric Heaters. The big buying season 
is here—your customers have money in their 
pockets—are in a buying mood. Go get ‘em! 


MAJESTIC 


ELECTRIC APPLIANCES 


Majestic Electric Appliance Co., Inc. 
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Aladdin Glo-Cone Speaker 





The Aladdin Manufacturing Com- 
pany, Muncie, Ind., has placed on the 
market a cone type loud speaker in 
which a lamp is built, using a 25-watt 
round type lamp. The lamp is con- 
trolled by a pull chain extending 
through the back of the speaker. The 
front of the cone is decorated with 
birds and flowers. 


Vesta Battery in Glass Case 


The Vesta Battery Corporation, 2100 
Indiana Ave., Chicago, IIl., has an- 
nounced an “A” radio battery in a clear 
glass case, through which the water 





level is visible at all times. A “3 ball” 
type hydrometer is built in the case 
which shows the state of charge at all 
times. Supplied in 50 and 100 amp. 
hour sizes. Positive plates are 25 per 
cent oversize. The separators are also 
oversize. 





Electrically Operated Receiver 


Three new models have been brought 
out by Harold Herbert, Inc., Long 
Island City, manufacturer of radio re- 
ceivers. Model 120 has six tubes, 
Model 200 is an eight tube table model, 
fully shielded—single dial control and 
Model 275 a cabinet model having the 
same chassis specifications as Model 
200. All three sets are electrically 
operated. 





Excel Corn Popper 





An electric corn popper 6 in. high 
and 8% in. wide, weighing 3 lb., has 
been brought out by the Excel Electric 
Company, Muncie, Ind. The appliance 
is nickel-plated with a perforated top. 
Nichrome heating element 660 watts 
capacity. 


Phonograph Pickup for Radio 


The Na-Ald Electric Phonographic 
Pickup, a little device manufactured by 
the Alden Manufacturing Co., Spring- 
field, Mass., is similar in appearance to 
the “drum” holding the needle on the 





arm of a phonograph, Two wires are 
connected from the pickup attached to 
the arm of the phonograph, and the 
radio set and the record on the phono- 
graph is amplified through the radio. 
The polished casing is of Alden Process 
molding, the entire device weighing less 
than 4 oz. Other features are the built- 
in volume control and needle scratch 
filter. A patent clip and switch con- 
nector at the radio saves removing the 
detector tube when using the pickup. 





France “A” Eliminator 


An “A” eliminator employing a dry 
disc rectifier has been announced by 
the France Manufacturing Co., Cleve- 
land, Ohio, and is made in two models 
for replacing both four and six volt 
batteries. The device occupies little 
cabinet space. Under normal line volt- 
age it will operate a set of eight 201-A 
tubes or equivalent, but for all prac- 
tical purposes is recommended for use 
in connection with the five and six 
tube sets equipped with power tubes. 
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Superior Waffle Iron 





The Superior Electric Products Com- 
pany, St. Louis, Mo., has brought out 
a new waffle iron, No. 601, cooking four 
waffles. The iron is 6% in. high, 9 in. 
wide and 8 in. grids—heavy die cast, 
smooth, greaseless aluminum grid, 
nickel chromium element. No. 18 heat- 
er cord with appliance plug and two- 
piece plug. Guaranteed one year. 





“Sta-Hot” Water Heating Unit 


The “Sta-Hot” electric unit is a little 
device of the immersion type of water 
heater which screws into the neck of 
hot-water bottle and maintains the 





water at a uniform temperature. The 
device is attached to any light socket 
and operates on 110 volt circuit, A. C. 
or D. C. Little current is consumed, 
approximately 25 watts. Nine feet of 
cord is supplied and two-piece plug. 
Made by the Clark Manufacturing Co., 
427 No. 13th St., Philadelphia. 





De Jur Bakelite Wall Plates 


A new line of wall plates made in 
natural bakelite is being produced by 
the De Jur Products Company, 199 
Lafayette St., New York City. The 
line is produced in all sizes and types, 
and can also be made to special speci- 
fications in quantity orders. 
































































































































L/ — Melodious CHIME—Accurate TIME 


. HIS new chiming electric timekeeper, Revere-Telechron, 
has no comeback anywhere along the line—except to buy 
another! 


It stays sold. It has no escapement, no springs, no trouble- 
producing factors. It does not need to set level. 


National Advertising in House & Garden and House 


Beautiful is telling the story of this new electric chiming time- 
keeper to your customers, and Christmas buying will be 
strong. 


Complete literature gladly forwarded on receipt 
of the coupon below. 


THESE TIMEKEEPERS MAY BE HAD WITHOUT CHIME AND STRIKE FEATURES 


Revere-Selecvn 


U fhe ELELTPIK TIMEKEEPER 


REVERE CLOCK COMPANY _:: CINCINNATI, OHIO y____~ 

















REVERE CLOCK COMPANY 
Dept. EC Cincinnati, Ohio. 


Please send us complete literature on Revere- C] Please have your 
Telechron Strike and Chime Models. representative call. 
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Appliance Sales Thrive Under City Censor 


(Continued from page 39) 


on the West Side primarily as educational display to 
encourage the use of more electricity. 

“We avoid competitive methods of selling as much as 
possible,” Plankington says, “and occasionally, when 
we do put on special selling campaigns, we use prices as 
leaders that are within range of most of the dealers. 

“We always pay dealers commissions on range sales, 
even if they have only given us the names of prospects, 
without having our consigned range samples in their 
stores. It is true that we often give terms that dealers 
cannot give, but we consider it necessary for the utility 
to do this to promote the use of more electricity. We 
sell 69 per cent of the ranges for cash, due to the 5 
per cent carrying charge. Between 40 and 50 per 
cent of our appliance sales are cash. We allow about 
three months’ time to pay for small articles, and include 
the monthly bill with the lighting bills.” 

The J. C. Penny stores in Portland now sell electrical 
goods. This merchandise was added after the ordinance 
became effective. All special Penny articles are sent to 
the Board of Underwriters for approval so they may 
legally be sold in Portland, and the six other cities 
where the same ordinance is effective, viz; Tacoma, 
Wash.; Vancouver, B. C.; Wenatchee, Wash.; Lewiston, 
Idaho, and Fort Wayne, Ind. 

“How do Portland merchants know what is approved 
and what is not approved? How can they be saved 
from innocently breaking the ordinance?” 

Immediately the ordinance became effective L. W. 
Going of the City Electrical Division deputized his city 
electrical inspector J. C. Caine to this work. 

The first thing Caine did was to place in the hands of 
every applicant for a merchandising license, which cost 
but $5 a year, one of the books of approved appliances. 
Next he made personal canvass of all stores handling 
electric appliances, and examined every article in stock. 
Since the ordinance was new, the most lenient methods 
were employed, and still are employed with first 
offenders. 

“Get rid of this stuff as fast as you can and don’t 
buy any more like it,” is what Caine told them, if the 
quantities were small, and the articles was not seriously 


dangerous. But if the articles were a fire hazard, he 
flatly refused to permit the sale in the city. 

Until recently there has been considerable difficulty 
among larger stores, particularly department stores, 
where newly employed buyers would bring in un- 
approved equipment. One store advertised a sale of 
electric warming pads for $1, and later a sale of heat- 
ers for $1.59. Both were ruled out of Portland by 
Caine. 

An innocent offense is never brought so far as arrest 
and fine by Caine, who has full powers for passing 
sentence on offenders, unless it is evident, by repeated 
defiance, that the intention is not to follow the ordi- 
nance. 

Several penalties have been imposed under the ordi- 
nance. A local store of a national organization, after 
being twice warned, stocked a 15 cent toaster and de- 
clined to withdraw it from sale on Caine’s official warn- 
ing. He fined the company $25 and the newspaper pub- 
licity was unpleasant to the store. This toaster almost 
without exception set fire to a cloth or paper under it 
when used. 

A department store advertised a sale of a carload of 
unapproved floor lamps. These lamps were wired in 
a groove instead of a bored hole as required by the 
regulations. On Caine’s suggestion, the store substi- 
tuted other lamps to meet the demand created, and 
shipped the defective lamps back to the manufacturer. 

An eastern salesman sold $4,000 worth of unapproved 
appliances to a merchant cooperative buyer. He re- 
fused to take back the merchandise and suit was filed. 
After a canvass of Portland attorneys, the salesman 
settled. 

In his rounds among Portland merchants, Caine 
serves as an instructor to salespeople, explaining to 
them how to sell appliances and wiring materials. He 
has let it be known that he is at the service of any 
dealer at any time for educational purposes. 








“WIFE SAVING STATION” is the name of a shop: 
in Vincennes, Ind., where electrical appliances for the 
home are sold. 














Sentinel! 


“DRY-A”’ and 
“DRY-ABC” Units 


Now you can fill that tremen- 
dous demand for a “DRY-A” and 





Licensed 
under patents 


a “DRY-ABC” with perfect con- of 

fidence in their satisfactory per- Radio Corporation of 

formance. gy 2 
United States Electric pam ie ““Averican 


Company (Super-heter- 
odyne excepted), the 
Latour Corporation, 
the Hazeltine Corpora- 
tion and the Techni- 
dyne Corporation. 


Corporation 
(Sentinel Division) 
9705 Cottage Grove Avenue, 
Chicago 








'Gold Seal | 


Radio Tubes 





Greatest Proposition in the Field 


The most complete support given Dealers and Jobbers 
with advertising, selling helps and broad-gauge policy 
to back them up on the platform that Gold Seals give 
extra satisfaction. Quality tubes in all standard types. 


GOLD SEAL ELECTRICAL CO., Inc. 


250 Park Avenue New York 
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New York Electrical Show 


F GAIN this year the Electrical Show, sponsored 
annually by the New York Edison Co. in Grand | 
Central Palace, New York, exceeded previous 

years. This year’s record runs ahead in the number 

of exhibitors, amounts of business reported, attend- 
ance of the public and the number of dealers reg- 
istered. 

This record is made despite one bad day and three 
very bad days. It is interesting to note here that the 
exhibitors reported more business accomplished on 
the bad days than on the fair ones. There were times, 
especially evenings, on the high attendance days 
when the aisles on all three floors were so crowded 
that it was difficult to get down to business with the 
visitors. 

There was not much startlingly new in the appliances 
exhibited. One piece of equipment that attracted much 
interest was a tubless clothes washing machine. The 
user can wheel the washing mechanism up to any tub 
and set about washing. When not engaged in wash- 
ing the motor can be used for any energy work, hav- | 
ing a belt takeoff that permits the use of the motor 
for ice cream freezing or the operating of any other 
household equipment that has belt takeoff. 

The newest things in irons is one that has a power | 
switch in the heel so that, when it is stood on end, the | 
power is automatically cut off. This iron can also be 
operated by a switch easily within reach of a finger 
of the hand using the iron, so that the power comes 
and goes at the movement of a finger, making the 
heat entirely responsive to a finger movement. Also | 
the current is shut off when the iron is dropped. 

More than 200 dealers registered in response to a 
special invitation during the early days of the show. 
Show Manager Bancroft and his assistants know that 
many dealers came in at other times. Mr. Bancroft 
recalls one visit to an exhibition booth when he met | 
five dealers there for talks with the manager. 

Primarily the show is held for the education of the 
New York public to doing things electrical. A con- 
sistent effort is made to bring school children to the 
show with the idea that children are receptive to sug- 
gestion and will take news of the easier and better | 
way of doing household tasks home with them. Last 
year the attendance was almost 170,000. While the 
actual account has not been completed at this writing, | 
the management and the exhibitors agree that it was | 
probably larger despite the bad days. The count on | 
the large days shows a considerable excess. 

Some of the participating light and power compa- 
nies centered their displays around household light- | 
ing fixtures and some amazingly beautiful new de- 
signs were shown. These were of the modified French 
type, chiefly with brass or bronze bowls as lamp con- 
tainers, reflecting the direct light against the ceiling 
and supplying indirect light for the rooms. These 
fixtures hang close to the ceiling, avoiding the light 
center at near the eye level. 

The show gained excellent publicity by reason of 
the broadcasting station on the third floor, where the 
station programs were conducted and from which a 
number of notables in the electrical world broadcast. | 
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ealers Sell 


Several Day-Fan 
Cleaners a Day 







Market 


is Here! 


’ Fill the Demand 


There is a definite demand for the Day- 
Fan Cleaner, the hand-sized vacuum 
cleaner. Dealers sell several a day. 

Have them ready for your customers. 
The market is big and growing bigger. 
There has always been a demand for 
vacuum cleaners—now there is a much 
larger demand for the Day-Fan Cleaner 
because it is light, powerful and fits in the 
hand. They turn over quickly because the 
price is low, only $18.75—because your cus- 
tomer finds several uses in every room in 
the house. 

These husky little dirt-eaters sold from 
the minute they came on the market. 
Dealers think so much of them that you 
find them featured in window displays. 

Order from your jobber—write us for 
literature. 


DAY-FAN ELECTRIC COMPANY 
DAYTON Dept. J OHIO 













Day-Fan 
Cleaner 


Retails for 


$18.75 








For More Than 
38 Years ‘Man1- 
facturers of High 
Grade Electrical 
Apparatus. 














Vemare Power Speaker 


aannnsnainaie cot 


A cone type loud speaker recently 
placed on the market by the Associated 
Radio Corporation, Ann Arbor, Mich., 
is adaptable for use with all tubes, in- 
cluding the 112 and 171 power tubes, 
without the use of a coupling device. 
An impedance switch permits. the 
matching of the speaker to the indi- 
vidual set, and the variable pitch fea- 
ture enables the user to emphasize 
either the high or the low tones, ac- 


New Goods to Sell 


(Continued from page 58) 


cording to his taste. The cone is 20 in. 
in diameter, artistically decorated. 
When packed in wooden box for ship- 
ment, the weight is 13% Ib. 


New Leonard Model for 
Electrical Units 


The Leonard Refrigerator Company, 
Grand Rapids, Mich., announces a new 
Leonard cleanable model built exclu- 
sively for use with an electrical unit. 
Made in standard sizes with an in- 
tegral base for housing the mechanical 
unit. Two inch cork board insulation, 
sealed with odorless asphaltum, pro- 
vides an airtight food chamber. Every 
type of mechanical and freezing unit 
can be accommodated. 


Unitron—A-B Combination 


In one compact device 124%x7x8% 
high the Forest Electric Company, 
New and Wilsey streets, Newark, N. J., 
has combined 150 volts of “B” power 
and “A” battery charger of 2% 
amperes. There are two snap 
switches, by pulling one the “A” bat- 
tery charges, by pulling the other 
switch the “B” power flows to set. 
Has new filamentless Unitron cell 
tubes, guaranteed for two years. 


Once connected the circuit will not need 
adjusting. The device is finished in 
Mahogany Duco. Tungar No. 195528 
or Rectigon No. 277681, 2-ampere 
tubes and R. C. A. 7% 213 tube can 
also be used. 


Delta Radio Dialite 


The Delta Electric Company, Marion, 
Ind., recently announced another new 
product, the Radio Dialite, known as 
No. A-614. As the name indicates, it 
is a portable radio light 5 in. high and 
finished in old gold. The light operates 
on a 6 volt “A” battery. The light can 
be adjusted to any position, and a suffi- 
cient length of silk cord is supplied so 
that it can be used as a “trouble lamp.” 
The base in which the switch is located 
is weighted to prevent tipping. 
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sistible appeal to women everywhere. 


uous flow of warm air. 


Retails for $5.50 


Adrian, Michigan 








MO 


ryer 


The Eskimo Hair Dryer makes an instantaneous, irre- 


It is light, nicely balanced and gives a strong, contin- 
The handle is white enamel, 
the metal parts finished in nickel and gray enamel. 


Write immediately for our attractive terms. 


The United Electrical Manufacturing Company 


Also manufacturers of Eskimo Kitchen Mechanics 


The New 1927 Line of 
HAAG WASHERS 


is the year’s biggest sensation in the in- 
dustry. Get behind the Haag line for 
bigger profits. 
new catalog and full information. 


HAAG BROTHERS COMPANY 


Wire or write today for 


pronounced time 


HAAG 


PEORIA, ILL. 








your profits grow. 














Quality Makes It Sell! 


Presto 


Electric Vacuum Cleaner 


Get in on the big holiday sales by 
showing Presto-Junior early and late. 
Make use of our sales helps and see 


METAL SPECIALTIES MANUFACTURING Co. 
338-350 North Kedzie Avenue 


“STRICT JOBBER POLICY” 


—Junior 


‘geo 
Size” 


Chicago 



































The Title Is 
‘‘December Morn’ 


The $15 Prize 


For the best title for picture in Sepia Section of next to 

last issue was won by 

S. L. Abbott 
Manager 

Abbott-Jones Co., 

Department Store 

Framingham, Mass. 
We want here to make an acknowledgment to Mr. 


Long, winner of the last award. His title was “One 
Up and Three to Go,” and not as printed through error. 





Kaufmann & Baer Electrical Show 
(Continued from page 22) 
date for pasteurizing milk. This was the exhibit of 
a local dairy company. 

Electric refrigeration was a leading exhibit of the 
utilities company. 

From the standpoint of the Electric League, the store, 
and the utilities company, the benefits were three- 
cornered. The League had unexcelled opportunity to 
carry its message to home builders; the store had its 
added sales to justify the show and the utilities com- 
pany was finding a market for electric current. 

Of course, each exhibitor added a corner, because 
each found a favorable setting for the particular com- 
modity he had for sale. So the work moves on, looking 
steadily ahead to the time when all houses will be prop- 
erly equipped to permit use of necessary labor-saving 
and other equipment electrical, and in the words of 
J. H. Van Aernam: 

“In the scramble for business, jobbers, retailers and 
manufacturers must make more intensive effort to pro- 
mote and educate along these lines, and homes must 
divert a part of the purchasing dollar to greater use of 
electrical service facilities.” 
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‘‘They Keep a-Running’ 





1806 Pine St. 








\Y, Horse Power Century 
Type SP Split Phase Induction Motor 


Protected 
Against Dampness 


Dampness and ordinary drippage does 
not affect the “Keep a-Running” ability 
of Century Type SP Split Phase Induc- 
tion Motors. This makes them espe- 
cially desirable in such installations as 
laundries, washing machines, dishwash- 
ers, etc. 


] Stator coils are placed in well insu- 
lated slots and thoroughly saturated 
with insulating compound. 


2 Louvered ventilating openings in the 
end brackets are so arranged as to 
exclude any reasonable amount of 
splash and drippage. 


3 Armature, governor weights and cut- 
out mechanism are rust proof pro- 
cessed. 


In addition, all Century Type SP Split 
Phase Induction Motors are equipped 
with the Century Wool-yarn System of 
Lubrication, which assures at least one 
year’s continuous 24-hour-per-day oper- 
ation without reoiling. 

Built in 1/8, 1/6 and 1/4 horse power 
sizes. Temperature rise not more than 
40° Centigrade in the hottest spot. 


CentTurY ELectric CoMPANY 


For More Than 23 Years at St. Louis 





St. Louis, Mo. 











%, % & % HP, 





%, % & % H.P. 























At this price the Crosley Bandbox is Radio’s most astonishing 
success, not because the pric2 is low, but because the set is magic! 


Millions are making up their minds to- 
day to buy a radio. 

Millions will replace obsolete sets with 
new, up-to-date receivers this fall. 

Experienced radio owners will look 
first for 3 fundamental points and to 
every set they consider will address these 
questions : 

1. Is it selective? 

2. Is it sensitive? 

3. Is it easy to operate? 

Satisfied on these points they will look 
for: 

Single dial control. 

Illuminated dial. 

Volume control. 

Single cable leads. 

. Console installation adaptability. 

6. Reasonable price. 

Millions will look at the Crosley Band- 
box. This amazing little set is now dis- 
played by more than 16,000 dealers. 

The Crosley Bandbox is a 6-tube re- 
ceiver. 

rhe circuit of this set is of the excel- 
lence you would expect from a group of 
skilled engineers suddenly given the pick 
of the world’s radio patents to work with. 

Crosley has always given the radio 
world its biggest value for its dollar. 
Contemplate the perfection possible when 
the doors of the research and develop- 
ment laboratories of The Radio Corpora- 
tion of America, The General Electric 
Co., The Westinghouse Co., The Ameri- 
can Telephone & Telegraph Co., and the 
Hazeltine and Latour Corporations were 
thrown open. 

Licensed under their patents ! 

Simply it means that millions will possess the 
best radio performance possible at the low prices 
for which Crosley is already famous. 

The Crosley Bandbox is totally and completely 
shielded. Every element is absolutely separated 
from every other element by solid shielding. 
Coils are covered with copper. This could have 
been done cheaper but efficiency would have 
been sacrificed. Condensers are housed in 
cadmium-plated steel. All wiring is separated 
and shielded from all other parts of the receiver. 
Solid, sturdy, substantial, the entire set is as- 
sembled on a heavy metal chassis. 

he tuned radio frequency amplification stages 
have been absolutely balanced through use of 

the Neutrodyne principle. The 
set is a genuine Neutrodyne! 

To the initiated this means 
much. To the lavman it 
manifests itself only as a 
radio receiver that does: not 

f squeal or how! when you are 
trying to get a station. 

The shielding makes the Bandbox highly 
selective—the circuit, acutely sensitive and the 
design, extremely easy to operate. 


Write 


THE CROSLEY 
Powel Crosley, Jr., Pres. 
Cincinnati, Ohio 


RADIO CORP. 


The Bandbox is operated with a single station 
selector (one dial). 

In most localities and in most owners’ hands 
the single station selector will find all the pro- 
grams anyone could possibly wish. But there 
are some owners who demand greater ability 
like the possessors of 90 horse power motor cars 
who may never step on it but like to be con- 
scious it’s there. For such have the Acumi- 
nators been designed. Far away stations of 
weak power but perhaps good music are cap- 
tured by the use of these little auxiliary tuners. 
Their function is best likened to a pair of field 
glasses. As the lens bring the distant scene 
to nearby aspect, so do the Acuminators bring 
the remote station signals up to room filling 
volume. Ordinary one dial radios can never 
perform like this. Hair line tracking of the 


When HISTORY is 
in the making~- 


6 Tube Crosle 
NDBOX ¢ 


condensers together is difficult—but the Acu- 
minators, little secondary adjustments exclusive 
to Crosley, give the Bandbox a substantial com- 
mand of the air and ali that is in it. 

The dial of the Bandbox is illuminated. A 
detail! A refinement added but not as an excuse 
to raise the price. For shadowy corners and 
dim eyesight it recommends itself. 

Volume Control is necessary on good radio 
today. Nearby and high powered stations send 
terrific impulses into the receiver. Detuning 
has been a favorite methdéd of softening this 
loud reception but with stations closer and 
closer together on the dial detuning, particu- 
larly in large cities, creates an overlapping of 
programs. The ear like the eye is only good 
for one thing at a time. Under the towers of 
the heaviest stations the volume control of the 
Bandbox cuts the loudest blast down to a veri- 
table whisper. No distortion whatsoever! 

A single cable leads all outside and power 
connections from the Bandbox. Tidy house- 
wives appreciate it. 

The adaptability of the Bandbox to installa- 
tion in all types of cabinets is a feature. The 
metal case of the Bandbox lifts off the chassis. 
This leaves the closely grouped dial, switch 
and volume contro! shafts to be stuck through 
holes in the panel of any sort of cabinet. The 
escutcheon is quickly screwed over them and 
the console installation is not only complete but 
has no earmarks of a makeshift. 


Dept. 132 for descriptive 


Much has influenced the $55 price of the 
Bandbox. 

Back before radio became the entertainment 
force it is today Powel Crosley, Jr., held an 
ideal that the things which give people pleasure 
should be made to sell at low prices so that 
millions may enjoy them. 

When radio was a bundle of hair pins turned 
with the knobs from typewriter carriages, he had 
the idea that if he could make radios in suffi- 
cient quantities, he could supply millions with 
a means of enjoying this new source of pleas- 
ure at moderate prices. 

Throughout the country millions examine the 
Bandbox today. They see it the achievement of 
an organization who began its development when 
radio as we know it today began. ‘Its success 
has been tremendous if clamorous demands from 
dealers are any indication. Skeptics, the un- 
biased and the radio wise have pronounced it 
GREAT. Even at any price it would be a 
sensation, for its performance ranks with the 
most expensive and fanciest radio receivers on 
the market. 

An AC model Bandbox takes 
its power from the electric light. 

The new R.C.A. AC _ tubes 
provide clear, smooth and loud 
reception comparable in ever) 
way to the most efficient wet 
storage battery power. 

Alternating current ripple is 
smoothed out in the compact 
little power converter which is 
sold with the AC Bandbox. 
This device needs no attention 
—is half the size of an ordinary storage “A” 
battery and matches the Bandbox in finish 
and color. 

The AC Bandbox is $65 
The Power Converter is $60 

This gives you a ae" 9 ete, direct AC radio 

adaptable to any type of i 


PowzER CONVERTER 
$60 


installation you may 

choose—bookcase, console, desk, cabinet, arm- 

chair or tuck it away on the corner of the table 
for $125.00. 
































o 
APPROVED CONSOLES 
“I want the public to have as great a value 
in consoles this year as I have given them in 


the Bandbox,’’ said Powel Crosley, Jr. 

Prominent furniture manufacturers thru their 
long experience promised beautiful cabinets at 
roderate prices. Designs submitted were ad- 
mired, praised, tested, approved! The Musi- 
cones were built in. Crosley dealers now sell 
them. Purchasers may know they are best 
suited for Crosley radio by looking for the 
“approved Jabel’’ in each one. Crosley dealers 
get these cabinets only from The H. T. Roberts 
Co., located at 1340 S. Michigan Ave., Chicago, 
Sales representative for The Showers Brothers 
Co., Bloomington, Ind., and The Wolf Manufac- 
turing Industries, Kokomo, Ind. 











literature 


Crosley is licensed only for 


Radio Amateur, Experimental and 


Broadcast Reception 


Montana, Wyoming, Colorado, New Mexico and West prices slightly higher. 
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New! The Pressed Aluminum Tub 


The newest and, we believe, the most remarkable contribution to washing machine 
design of many years is now embodied in the Vac-A-Tap—the tub of heavy, hard, close- 
grained manganese-aluminum, nag instead of cast. This remarkable new feature, 
developed in co-operation with The Aluminum Company of America, offers advantages 
hitherto unobtainable in washing machine construction. Among these advantages are: 
Instead of being cast, the tub is formed in a heavy-duty press from 
sheet manganese-aluminum which has been rolled and re-rolled under 
enormous pressure, producing a hard, fine-grained, non-porous metal, 
with a smooth, unpitted surface. 
The addition of manganese to the aluminum gives the metal notable 
hardness, toughness and tensile strength, producing an exceedingly 
durable, long-wearing tub. 
The smooth satin finish obtainable in this metal makes the interior of the 
tub exceptionally easy to clean and to recondition after demonstrations. 


This exclusive new pressed aluminum tub is in keeping with the advanced design of 
the Vac-A-Tap throughout. The newly gentle “suction-squeezing” action of its Live 
Impellor, the speed and thoroughness of its cleansing, are setting a new standard in 
washing machine efficiency, meeting a long-felt need for safer washing. 

Because of the exceptional resources behind the Vac-A-Tap, dealers are assured the 
strongest backing and a generous profit opportunity. Territories are ample. Sales helps 
are comprehensive. Write or wire for franchise. 


THE VAC-A-TAP COMPANY, HOLLAND, MICHIGAN 





THE VAC-A-TAP COMPANY 
Dept. E.G. Holland, Michigan soe RAE Ye 


Gentlemen: Please send us full Vac-A-Tap 
facts and full details of liberal dealer policy. 
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ROYAL . , ROYAL 


R HESTER : ; ROCHESTER 
ELECTRIC a > ; -- ELECTRIC 


UTILITIES _»\ | ave ee. CU TILITIES 


are made 
of handsome china, hand-decorated in colorful 
designs. The set shown above is the “Cobalt 
and Pearl” —one of severaldifferent designs. All 
Royalite percolators and urns are guaranteed 
against breakage from heat or ordinary usage. 


The very 
sets as these have long been the standard in newest thing in this popular utility. Unusually 
The attractive des'gn. Royal nickel finish. Alu- 


hundreds of homes. handsome model 
shown is the “Oriental.” Beautifully finished minum waffle plate—cool handles of erinoid. 


right in line with women’s ideas this year! 


HE more distinctive, more hand- demand for such handsome meta/ percola- 
some utilities are going to be in _ tor sets as the one shown at left above. 
demand this Christmas season. You'll Also, in view of the ever-increasing 
find that women can’t resist the new popularity of waffle irons it will certainly 
Royalite Coffee Sets of hand-decorated pay you to offer the new Royal Rochester 
china. Unique and smart, with striking, model, best-looking thing of its kind on 
colorful designs in the very latest vogue. the market. : ri 
Don’t fail to feature this strong Add “tone” to your holiday stock— 
specialty! sales to your credit—with these attrac- 
Not forgetting, however, the constant _ tive items! 


Rosprson RocurstER CorRPORATION 


New York Office and Display: Factory and Main Offices: 
200 Fifth Avenue Rochester, N. Y. 

















HARDWARE AGE for NOVEMBER I0, 1927 





Dia you ever see 
the inside of a 


Tell your customers how Ray-O- 
Vacs are entirely different in con- 
struction—and why this difference 
gives them 10%—15% longer life 


Break open any ordinary “‘B”’ 
battery and you will find that 
— section of it looks like 
this: 


The battery block is held to- 
gether by wax or. pitch, as 
shown by the black spaces. It 
is as inert as poured concrete. 
Then, lift the top off a Ray- 
O-Vac “B” battery, and you 
will find the unit cells housed 
in square waterproofed com- 
partments like this: 


KKK 




















SS ss ff 


No wax or pitch is used. Each 
unit cell is held rigidly in 
place, but the corners of the 
compartments permit the elec- 
trolyte to expand the instant 
the zinc can is punctured, 
without short-circuiting 
the battery! 


FRENCH BATTERY 
MADISON, WISCONSIN 


Also makers of Ray-O-Vac ‘‘A’’ and ‘‘C’’ radio batteries, Ray- 
O-Vac flashlights and batteries and Ray-O-Vac ignition batteries. 


Thus every particle of the 
current-producing elements 
continues to give service until 
its strength is exhausted. 

This new type of construc- 
tion adds 10% to 15% longer 
life to every Ray-O-Vac bat- 
tery—and Ray-O-Vacs have 
always been known for their 
amazing staying power. 

Here is proof of the longer 
life of Ray-O-Vac batteries! 
Tell it to your customers. Tell 
them why Ray-O-Vacs give 
more service for the money 
and they will quickly under- 
stand and believe. 


Millions are learning this 
difference 


Every month in 
The Saturday 
Evening Post the 
longer life of 
Ray -O-Vac bat- 
teries is being ex- 
plained to mil- 
lions of radioown- 
ers, in full-page 
advertisements, 
in color. Similar 
color pages also 


| 
| 
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battery? 


appear in The Country Gen- 
tleman, and large space adver- 
tisements tell the Ray-O-Vac 
story in all the leading news- 
papers.of the country. 

This advertising is making 
sales for Ray-O-Vac dealers 
and jobbers—all who sell Ray- 
O-Vac batteries. 

Wouldn’t you like to handle 
a line of batteries with the 
quality points of Ray-O-Vacs 
to talk about and with the 
promotional work behind them 
that is supporting Ray-O-Vacs? 

Ask your jobber for infor- 
mation about the line, or write 
us and get full particulars. 


—~ 


SS Sa 
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Sounding as it does the very depths of the sub- 
lime, reception with the Utah Speaker brings 
into being those mystic qualities of reproduction 
for which so many strive but so few ever attain. 


The most complete line—ranging from $10 to $100 
UTAH RADIO PRODUCTS CO., 1615 S. Michigan Ave., Chicago 
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million 
homes buying 
Christmas Gifts vow” 


Always om appreciated sift... t 
ARMSTRONG aged Stove 


WitH the holiday season and the 





HUNTINGTON, W. VA. 


Armstrong Table Stove at $8.85 there is an 
exceptional merchandising opportunity. Send 
in the coupon today and get the Armstrong 
Selling Helps free. 

THE ARMSTRONG MANUFACTURING CO. 


Guaranteed. 


 (erremeceareemes —s 


The Armstrong Manufacturing Co. 
Huntington, W. Va. 





Gentlemen:---Please ship us at once, best way, price 
subject to my regular discount. 

doz. Armstrong Table Stoves. 

doz. Armstrong Waffle Irons. 

New Display and Selling Helps. 


Signed 





Company 





c1 City 





2 ARM ST RONG S Sahl hle Stove 
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he Vew 
BRIGHT STAR 


<Suprome im Guery Jest > 


FLASHLIGHTS 
ate Displayed to Sell: 


The attractive red display carton stands right on the counter and offers 
the 300-foot range Focusing Spotlight or the General Utility Flashlight at 


Rerun Battery; 


EALER’S cost $6.75 per complete unit— 
consisting of 6 lights and 24 Bright Star 
No. 10 Single Cells: — 


6 lights complete retail at $1.45 . . $8.70 


12 Extra Cells for replacement sales 
Reme g 8 ag 8 Sal ge OR 1.80 


er eee fiw sw ss 6 


Here is a deal that gives you a liberal profit 
and buildsconsumergood- 
will, for these new Bright 
Star Lights have the Fold- 














/ 


ing Loop Hanger, Security — hi, a 
Switch, Twin-cushion al Ee 
Shock Absorber, new pat- BRIGH TS TAR 
tern Ribbed Fibre caseand Gene rai Utility Flashlight 


other distinctive features. 


Shorter Autumn days— 
the Holiday Season com- 
ing—it’s none too early to 
arrange for your stock of 
NEW Bright Star Flash- 
lights. Get in touch with 
your jobber— NOW! 


Bright Star Battery Co. 


Makers of the famous Bright Star 
Flashlight Products, Radio 
Batteries, Dry Cells 


Hoboken, N. J. 
Branch: Chicago, III. 














EIGHTEEN YEARS BUILDING THE QUALITY LINE 
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Speed ° PCC O 








Day Service Tes 


Jobbers! Sell this line of really worthwhile tubes to your dealers with 
a genuine SIXTY-DAY SERVICE TRIAL. They will find them 


more efficient, more satisfactory, more uniform. 


Let them pass the same offer across the counter to their customers, We give your dealers 


a sixty-day service test as adequate proof of our confidence in Speed Super-Emission Radio 
Tubes! 

Give your dealers their chance for real profits in this live line of tubes. Lift them out of ! 4 
the 30% discount class. Get behind a real tube. Shake off the shackles and build now ’ 


for the future. , 
¢ 
Get our unique co-operative selling plan—let us tell you how we can help you od Ps 
build—get our discounts—they mean worthwhile profits—reach us, we are a rs 
worth knowing. ao a 
*Or 
The triangular corner below will do the trick. Mail it!! a ¥ 
if < 
Pd »> 
o r 
CABLE SUPPLY CO., Inc.” 5° 
Executive Offices: 31 Union Square : o & 2 » = é 
. > 
New York City f Soe KF B ae 
¢ 
; 


speed « Speed +- Speed * Speed + peed + Speed + Speea 
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A LINE FOR PROFIT 


GM —n9 















The drudgery and delay of yesterday’s house- 
hold are eliminated by electrical heating, cooking, 
cleaning, washing and freezing devices. 







These electrical appliances appeal to public con- 
venience as well as saving money and time. That 








means ready sales. 





You already have a regular business overhead 
and can come into “velvet” by selling these popu- 
lar goods. A sure, steady demand now exists for 
every item in the electrical and radio line. If you 
stock these and give the space that profit from 
them will quickly justify, this “electrical merchan- 
dise” can build your income from your present cus- 
tomers and bring you new customers as well. 











Cooperation. A Real Piece of It 


HARDWARE AGE is ready to serve you here as always. At con- 
siderable expense a feature supplement—‘ELECTRICAL GOODS” 
Section of Hardware Age—is published every fourth week. Follow it 


closely. 







ELECTRICAL GOODS 
Section of 
HARDWARE AGE 
239 West 39th St., N. Y. C. 
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Size of heater 
10 in. high by 9 in. wide 


A Pigmy in Size~ 
but a Giant in Heating 


List Price 


Efficiency $9.50 


T MAY seem almost unbelievable that 

such a small, compact electric heater 

can produce and diffuse such a great 
amount of heat. 


Instead of cumbersome electric heaters, 
sell your customers the Seymour. Its 
size particularly appeals to women. Its 
scientific design assures the maximum dif- 
fusion of heated air uniformly on all sides, 
instead of its being directed to one small 
portion of the room, as is the case with 
electric heaters of the old type. 


Order from your jobber. If he doesn’t 
carry them, write us direct and we will see 
that you are supplied promptly. 


THE SEYMOUR 

PRODUCTS CoO. 
'® Seymour, Conn. 

New York Office: 342 Madison Ave. 


SEYMOUR 


ELECTRIC HEATER 
aii= =the) 




















THE ARROW ELECTRIC COMPANY 
HARTFORD, CONNECTICUT 


D 2OW 


The complete line of Wiring Devices 























SSS ae See ee ee ae ee 
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Anylite 


Folks See Them 
and Buy Them 


Anylite Regulators make a quick 
appeal to the customer, and the 
attractive display card on which all 
Anylite Regulators are shipped tells 
the whole story. 





Anylite Convenience Plugs 


Most durable and good looking. 
Made in every conceivable combina- 
tion. Packed in display cartons. 


King Cole Aerial Wire 


Better quality—Bigger value. 
A counter display sells it. 





















Keep them out where folks can see 
them. It will mean many an extra 


sale. 


The only regulator that takes stan- 
dard shade holders. 













All Anylite Products com- 
bine quality and value, and 
provide attractive displays 
that sell them for you. 





Anylite Electric Co., Fort Wayne Ind. 








et 


3 
The suggestions offered 


in this issue of Hardware Age for 
merchandising Electrical Goods. 





The live dealer can amplify his sales 
by prominently displaying these ar- 


Th ticles. 

/ Step up your sales by reading the 
Most popular B Power Unit electrical merchandising articles in 
for radio sets in the world the Electrical Goods Section of 


The Super B illustrated above 
is only $292 complete with 
Mayestic Super~Power 
B-~ Rectifier Tu he 


GRIGSBY « GRUNOW- HINDS * CO 4572 ARMITAGE AVE CHICAGO-ILL 
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Hygrade quality rein- 
forced by good mer- 
chandising has 
brought increased 
volume and increased 
profit to practically 
every merchant who 
sells Hygrade Lamps. 


Drade window 


pe 


pulled so well that 


it was repeated 


Fifteen per cent increase in Hygrade sales was re- 
ported by the Skelly Hardware Co. of Oakland, Cal., in 
face of the fact that Oakland has 100 or more stores 
selling incandescent lamps. 


HYGRADE - LAMP CO 


GENERAL OFFICE 


AND FACTORY SALEM Mass 




















SLandaid 


ELECTRIC COOKING DEVICES 





devices. 





Other hardware merchants with range 
departments similar to yours are adding 
profitable business by selling Standard 
The electrical cooking 
market is steadily increasing. Why not 
take advantage of it? 
full information, with the Standard cata- 
logue, illustrating the complete, depend- 
able Standard line of electrical cooking 


Electric Ranges. 


Let us send you 


The Standard Electric 
Stove Company 


“Standard quality is never questioned” 
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For Guns, Fishing Reels, Golf Clubs, 
Wheel Goods and Home Machines 


Early Christmas Trade 


Fill Up Your Stock Hoppe’s Nitro Powder Solvent No. 9 Has won more honors than all other gun- 


cleaning pi 2 gage og put together. Long recommended by U. S. War Department— 


OR Christmas trad e, recommended to the A.E.F. in Government manual published in France. 
9 Hoppe’s Lubricating Oil is refined especially f th ki 
Hoppe’s Products are a cleaned with Hoppe’s No. 9. Popular for poe - Am. Clem, ‘pe vw Se co 
great aid in getting desirable vents rust. 
customers into the store. Hunt- Hoppe’s Gun Grease —America’s superior compound, for preventin t i 
on al exposed polished and blued steel. pT pone no Rel ce war Leak dees. 


ers need Hoppe’s, will come in 
for a bottle, a can, or a tube, 
or all three in a Pack. Espe- 
cially from now until Christ- 
mas—keep Hoppe’s on display 
in your windows, with price 
cards. Order today from your 
jobber. 

Hoppe’s Guide 

for Gun Owners 


Send for a fresh supply 
of this new booklet. Said 
by shooters everywhere 
to be the best ever pub- 
lished on gun cleaning. 
Every shooter —— 
a copy. A valuable sales 
help for you. A new 
supply free on request. 


Frank A. Hoppe, Inc., 2314-H N. 8th St., Philadelphia, Pa. 


Representatives: Ed. W. Simon Co., Inc., 258 Broadway, New York City. H. L. Bowlds, Mason Opera House Bldg., Los Angeles, Calif. 














MYE YS sezxc POWER PUMPS 


ANSWER EVERY CALL FOR OEPENOABLE 
LOW COST WATER SERVICE. 


You will find many new 
sales opportunities in the 
new line of Myers Motor 
Equipped Self-Oiling Pow- 
er Pumps. The persistent 
demand for improved water 
facilities in all activities and 
walks of life creates and sus- 
tains a positive and wide- 
spread market for them—a 
market so far reaching, so 
active, that it blankets the 
big and little towns alike 
and spreads over villages, 
country crossroads and 
rural districts. 


Dealers, here lies a field for business that belongs to you—a field that 
can be served in its entirety and with unmatched success through the 
sale and installation of Myers Self-Oiling Power Pumps—the line that 
typifies progress and excels in 
performance—a dollar and cents 


trade asset that has already Take a 













CAPAC/TY 
PANGCE 
300 TO 9000 
GALLONS PER HOUR 










clinched the argument for active meh 


-9- INCH STRO, 
dealers in many localities. mt Agiga-/ epeng 9 


WITH OR WITHOUT MOTOR» 











PUMPS - WATER MY! ERS 


Mia cetelog ona 6THEP.E, MYERS ts BRO. €0. ASHLAND, OHIO. 


prices — write Or  “anufacturers for of MYERS’ HONOR BILT’PUMPS for Every Purpose. 
wire. WATER SYSTEMS-HA Se ey et UNLOADING TOOLS - BARN. FACTORY and 
T DOOR HANGERS. STORE LADDERS. Etc. 
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Dealer 


Now is a good time to stock and 
recommend to your customers 


DIXON’S 
STOVE 
CEMENT 










For cracked or 
worn stove, range 


and furnace lin- 
ings. 

















It is easily prepared with water into a thick 
paste and dries quickly. 

It produces as good as new linings and 
saves the expense and delay of obtaining new 
linings. 

Made in an absolutely uniform high stand- 
dard and packed in 22, 6 and 10 Ib. pack- 
ages. 

Write for Circular 40-L and prices. 


JOSEPH DIXON CRUCIBLE CO. 


Jersey City DX New Jersey 
1827 One Hundredth Anniversary 1927 











NEW IMPROVED 
“OKohv 
(STEEL) 
MEASURING TAPE 


covers a larger field for 
measuring tapes and can 
be sold with less effort and 
at a greater profit than 
tapes not possessing its 
unusual features. 


. KEUFFEL & ESSER Co.- 
BBW YORK. 127: Garare! Oft.ce and Foctarees OBOKEN, N.S, 


Re — a — 
Devophanuls MébeniadetSereeth Maonint pe 





























inhi i mwietion He nen roe 


er ye = al) Soe emo MRE emt eS 





- 


mnt Peery inert 


SEI i PARSON AEE REN: aA AO ee. ns = 


ON PaO ny, CFR — PB: 
pene ts 


ateaiiiaa l 


bie sa 


Pickin Lntisld 


col 





Sinks data 











124 HARDWARE AGE for NOVEMBER 10, 1927 





Classified Opportunities 





Classified Advertising Rates 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 





Positions Wanted Advertisements 








Each additional line........... 80 
Average 10 words to a line 


Allow One Line for Keyed Address 











Opportunity Exchange Section GAME 5 xesccsedens ddl Bee $5.00 50% off rates quoted 
Set Solid, Minimum of 5 lines. ~ . $3.00 Each additional inch ececcecseosee 4.00 Address your advertisements and replies to 
Rach additions! Mec....... sao ae pec aig at ag gy Mga oe 
i : a tunities, 239 West 39th St. N 
AB Geotale, Mitaan of 6 tnes.. 640-| Dicssunee ber Glenihed Adretiing ee wien 


4 insertions, 10% off; 8 insertions, 15% 


Remittance Must Accompany Order 
Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
| be addressed to box numbers. 





Harpware Acs is published each Thursday 
Forms close Wine Days previous to date of 
Publication 














BUSINESS OPPORTUNITIES 


HELP WANTED 


2 





FOR SALE—FIFTY YEAR ESTABLISHED HARDWARE BUSI- 
NESS located in the heart of Manhattan, carrying a clean stock, and 
business averaging over $60,000 a year. Stock amounting from $20,000 
to $25,000. Owner retiring from Retail Hardware business. No Brokers. 
Address Box H-734, care of Harpware Acz, New York, N. Y. 


Wanted a Builders’ Hardware man who will take charge of buying and 
selling Builders’ Hardware and its associated lines in a city of 100,000. 
Figure Architects’ plans, read specifications, call on_plani mills and 
lumber yards. Also sell this merchandise. Address Box H-706, care of 
Harpware Ace, New York City. 





FOR SALE—OLEAN HARDWARE AND IMPLEMENT STOCK, 
east of Chicago. Net profits last year $7500.00. Hardware stock about 
$1500.00. Will sell separately. Sales 1st half October $6000.00, mostly 
hardware; beautiful city; good reasons for selling. Address Box H-730, 


care of HArpwArE AGE, New York, N. Y. 


WANTED—EXPERIENCED HARDWARE SALESMAN to cover 
Metropolitan district to sell the jobbing and retail hardware trade. Must 
be well recommended. State experience and salary. Address Box H-733, 
care of Harpware Acz, New York, N. Y. 








A SPLENDID LITTLE CASH HARDWARE STORE for sale. In- 
voice around $6000.00. All new and up-to-date merchandise. Located on 
one. of the best business streets in Tampa; business young and growin 
rapidly. Other reasons for selling. Address G. F. BABBITT, 2703 
Florida Avenue, Tampa, Fla. 








WANT TO BUY ESTABLISHED HARDWARE STORE and clean 
up-to-date stock of $10,000 to $12,000 in town of 5000 to 20,000 popula- 
tion on or near West Coast of Washington or Oregon; give full details 
and reason for selling. Address Box H-735, care of HarpwAre Acz, 
New York, N. Y. 





Store for Rent—Excellent opportunity for Hardware Store in Port 
Jervis, N. Y., a city of 14,000. Store occupied for past 53 years by 
leading merchant. On principal business street adjoining theater. No 
other hardware stores within four blocks. Address DR. G. O. POBE, 
Port Jervis, N. Y. . 





For Sale—Old established and successful hardware business in Southern 
Idaho. Stock will inventory about $17,500. Can be materially reduced. 
Or might sell interest to party competent to take management. Future 
a very promising. Address Box H-720, care of Harpware AGE, 
ew Yor 





German Tools and Hardware—Reliable German Firm, specializing Tools 
and Hardware of first class quality, desires business connections with 
U. A. Importers. Lowest prices, highest quality, eve guarantee 
assured. Address Box H-719, care of Harpware Ace, New York. 





For Sale—Hardware, paints and plumbing business fitted with Warren 
fixtures, established 25 years on main business thoroughfare in Brooklyn, 
oS . - “eee $14,000. Address Box H-718, care of HArpware Ace, 

ew York. 


FOR SALE—HARDWARE STOCK AND FIXTURES. Located on 


the main thoroughfare of one of the most thriving cities in Connecticut. 
Address Box H-727, care of Harpware Acs, New York, N. Y. 


HELP WANTED 














Retail Salesman Wanted at Once 


For stove department in large hardware store in Southern Wisconsin. 
Man between 25 and 35 years of age and with hardware experience 
preferred. Must be a hustler and a good salesman. Splendid pos- 
sibilities for a live wire. Enclose references and details of experi- 
ence in first letter. Address Box H-725, care of Harpware Acp, 
New York, N. Y. 














a) 





Wanted — Experienced Hardware Men 


Men of proven ability—Salesmen, Managers, Quotation Men, Esti- 
mators, Stock Clerks, Order Clerks, Shipping Clerks, Packers, 
General workers and all office help. 
ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 
113 W. 42nd Street Bryant 7374-5-6 











POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY 
MALE AND FEMALE 
EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THD WEBPKLY SALARY INVOLVED 
ABBYE EMPLOYMENT AGENCY, INC. 


Remington Building 
113 W. 42nd Street Bryant 7374-5-6 


& Sasso 














Hardware man thoroughly experienced in general Hardware for the 
past twenty years, competent to take charge of buying, able to manage 
and handle men, 41 years of age, married with family. Can furnish ex- 
cellent references. tudent of ‘Modern Merchandising’ through 
Alexander Hamilton Institute. Address Box H-707, eare of Harpwars 
Ace, New York. 








MANAGER AND BUYER WITH 20 YEARS’ experience in Hardware 
and Tools, desires to make new connection. Present employer discontinu- 
ing business. Have for the past five years had full charge of buying and 
managing. 39 years of age, married, with family. Can furnish excellent 
references. Address Box H-729, care of Harpware AcE, New York, N. Y. 





Manufacturers contemplating opening warehouse or distributing connec- 
tion either in fast growing cities of Atlanta or Jacksonville can secure a 
manager of long hardware experience and executive ability to manage 
either for them. Thoroughly familiar with Southern conditions. Address 
Box H-717, care of Harpware Ace, New York. 


SALESMAN, AGE 29, HAVING THIRTEEN YEARS’ EXPERIENCE 
hardware, tools and mill supplies, desires position, preferably in Boston 
or New England vicinity. Excellent references. Address Box H-731, 
care of Harpware Ace, New York, N. Y 


SALES ACCOUNTS WANTED 


Salesman with 8 years’ intimate acquaintance with buyers of leading 
Hardware Jobbers and Retailers located in New York, New Jersey, Penn- 
sylvania, Massachusetts, Connecticut and Rhode Island desires lines. of 
Builders’ Hardware and specialties to represent. Age 34. Married. 
Address Box H-724, care of Harpware Acz, New York. 














A FEW ADDITIONAL HARDWARE, CUTLERY and Tool Lines for 
Baltimore, Washington and Maryland. Three men calling on Hardware, 
Housefurnishings, and Automotive Trade. Will consider stocking popular 
fast moving items. Can also handle staple Imported Goods of above lines. 
Address Box H-726, care of HArpware Ace, New York, N. Y. 





SALES REPRESENTATIVES WANTED 


SALESMAN WANTED TO CARRY LINE of electrical specialties and 
wiring devices by large manufacturer, in all parts of the United States. 





This is a wonderful opportunity to line up with a well advertised line of 
electrical products which sell to hardware stores. Want a salesman with 
a following among hardware jobbers only. 

Harpware Ace, New York, N. Y. 


Address Box H-728, care of 
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Classified Opportunities 








SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








MANUFACTURERS OF COMPLETE 


STORE FIXTURE EQUIPMENT 


MANUFACTURERS representative and Salesmen wanted by one of the 


strongest, most popular priced manufacturers of Towel Bar and Bathroom 


Accessories for 
Sales Manager, Consolidated Manufacturers Corp., 200 5th Ave., 


505, New York City. 


Write, 


Good Opportunity. 
Rm. 


nited States and Canada. 





wish representatives to call on chain, variety and hardware trade. 
Exclusive features and _ territory. Straight commission basis. 


in large organization. 
desired. 


EXPERIENCED RETAIL HARDWARE MEN (2) for ‘clerical work 
State fully education, experience, age, and salary 
Address Box H-732, care of HARDWARE Ace, New York, N. Y. 





BETTER WAY COMPANY, 214 Builders Exchange, 
St. Paul, Minn. 























hand tools and hardware specialties. 
represented. 


COMMISSION SALESMAN IN EACH STATE for manufacturer of 
i Advise territory covered and houses 


Address Box H-638, care of Harpware Acz, New York. 








WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help 
or a position, or to secure sales representatives or a sales account 
look over the offerings in the Opportunity Exchange section of 
Hardware Age. If you don’t see just what you want, ask for it as 


there is always some one who will be interested in 


Rates on request. 


Opportunity 
Exchange Dept. 


HARDWARE AGE 


Hardware Age is the 
authoritative national 
hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


your proposition. 


239 W. 39th Street, New York 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 





Get Your Seed Department Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock. 


D. Landreth Seed Co., Bristol, Pa. 











Sell PIPE CUTTERS 
that give Real Service! 


Saunders Type Stand up under toughest work. Improved 
design. Made of highest quality materials. 
Equipped with knife blade cutter wheels. e i 
(EL) Write for new Catalog. For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 
ARMSTRONG BROS. TOOL CO. “ : 
Barnes Type 314 N. Francisco Ave., Chicago, U. S. A. STRATTON MFG. Co. Stratton, Maine 


Plain or enameled 


STRATTON ™**.2:.ia% 
HANDLES 








Makers of Every Kind 
| of Screw, Nut and Bolt 
The Corbin Screw Corporation 


The American Hardware Corporation, Successor 
229 High Street New Britain, Conn. 


Robertson “Horseshoe Magnet” Hammers 


Permanent magnet which holds 
the tack in position for driv- | 
ing. Awarded the Silver Medal - 
(the ehest offered) at the Panama-Pacific Exposition. 
Good Profit 

ate and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 














Western Factory: Dayton, Ohio 





BROWN @© SHARPE 
seele) Fe 


Me 


ide Best 


They Give Complete Satis acticis 


Catalogs on request 


[BS 


MARK 
BROWN & SHARPE MEG. CO. Providence, 


TRADE 








HACK “T_ FX NOX” saws 
aa m ... 


“The Toots in Lhe Puaid Bow” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS - SCREW DRIVERS - GLASS 


QUALITY 


UNIFORMITY 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published 


eonvente: 
No allowances will 
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IVER JOHNSON 
ALLEN Safety Set Screws | EVERYDAY SELLERS 


BICYCLES 


i, ay oe tad ee ee beeen 

— the on. other m e. | 

coound. ve increas th oo eae as cn canes | gsiemens 

t’ t t 

a will mend all > can sey best made | REVOLVERS 

wrench can apply. The Allen process makes SHOT GUNS 

deep, perfectly-formed socket-holes—no 

the bottom. entire length of the A is 
| ay = either a a at me t or dente. a he socket 

wren t to | 

length. point or thread. Also Socket-Head Cap Screws, Tap MAKE EVERY DAY COUNT 
Extensions and Socket Wrench Sets. Dealers: Write for | 
catalogue and sales proposition. Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 


The ALLEN MFG: COMLAEEEE BGO i reeewmaeee 





Send for Catalogue and Prices 


Sapalineteatacsnepiapisteeame deduct eteeteenoitetttenatenmeietirinmimmancenes screeoateec tiem eet aa 
" al tere See ee a onernea ewe oP x lair Si - : 
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Hanging Together Osborne High Grade Punches 
Hanging Separately 


these two handy articles make rooms tidier and women’s 
work easier. No picture too big—no knickknack too small. 


SHOW THEM and SELL THEM 


Write for new, illustrated catalog 
Spring Punches Revolving Punches 

A varied and attractive line for the Hardware Trade. Also: 

— Graffco | ga Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 

PICTURE HANGER The above tools will please your customers, as well as our 

. famous Round and Oval Punches. 

PUSHPIN Remember we have had one hundred years of successful manu- 

facturing experience, employ only skilled workmen and use the 

finest quality of materials 

Graff-Underwood Co. We stand back of every tool we make. Try us. 

52C Washburn Ave., Write for Catalog 


Cambridge, Mass. | Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 



































Wire Products R. Murphy’s Oyster Knife 
for every need 


Nails of all kinds, Staples, 
Cambria Fence, Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and Using only the best crucible steel and expert craftsman- 


Galvanized Wire, Wire Rods, ship has maintained the leadership of Murphy quality 
and Steel Fence Posts to ; 
: for over seventy-seven years. 


standard or special analysis. 
ROBERT MURPHY’S SONS CO. 
BETHLEHEM STEEL COMPANY Established 1850 
General Offices: BETHLEHEM, PA. Shoe Knives Oyster Knives Kitchen Knives 


Sloyd Knives Rubber Knives Pruning Knives 
Paper-Hangers’ Knives Pattern Makers’ Knives and Handles 
AYER Send for Catalogue MASSACHUSETTS 


Attractive Stores and TAINTOR POSITIVE SAW SET 
quicker sales are made “Natural Grip” No. 27 (New) 


possible with GREEN’S 
=n The “Last Word” in Saw Sets. 


( a i Yes, indeed, we still make our No. 7 
panes ; and 7% models. 
a 


Taintor Mfg. Co., 113 Chambers St., N. Y. City 
Stock Boxes 


for the convenient han- 
t 
dling of shelf hardware XS = Pinang an tl po yey 


PRICE $9.00 and all small parts. po as Iron. Stock it pe | increase 


For this 25 drawer cabinet complete your sales. 
oak finish. | Size 26°x31"x11". ri ; 
.. fe. Write for new illustrated 


— price list. 
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Made only by 
ANntTI-Borax Compounp Co. 
The Green Co., Inc., 250 W. 57th St., N. Y. Fort Wayne, Ind. 


ella leg Te Pamrnge a AEM, Pearermetan: 
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$100,000 Retail Sales 


eses and over $40,000.00 
dealer profits in the last 


sixty days on this new J 
Master SUPER Padlock, 


IT is very conservatively estimated that dealers have 
sold over $100,000.00 and made over $40,000.00 profit 
on the new Master Super Padlock — based upon the 
record volume of repeat orders in the past sixty days! 


A Sales Record— Second to None! 


There are two reasons — first, a super quality padlock that you 
can compare with any other retailing from $3.50 to $6.00,priced 
to retail fast at only $1.50 and $2.00 — secondly, backed up by posi- 
tively the biggest and most forceful National Advertising Cam- 
paign ever put behind any one padlock in the hardware history! 


‘H undreds of 
Crushing Blows 


~still locked / 








This is an actual 
unretouched photo- 
graph of a Master 
Padlock — STILL 
Locked after hun- 
dreds of crushing 
blows against it 
while resting onan 
anvil, Think how 
futile hammerin 

would be with loc! 

hanging on a door 
or your spare 
tire! 











No. 905—shackle is one inch high carbon No. 907—shackle is one inch, cyanide case 
steel — top and bottom plates case harden- hardened high carbon steel — top and bottom 
ed — two heavy embossed flat keys. Retails plate case hardened — three heavy embossed 





at $1.50 to $1.75. corrugated keys. Retails at $1.75 to $2.00. 
Dealer’s price only $1.00 each. Dealer’s price only $1.19 each. 
Order them from your jobber — he HAS them for you! amen 


MASTER LOCK COMPANY, Milwaukee, Wis., U.S.A. 
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to this stunning new display 
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—and Youth is your major market for Tudor Plate, as it is for many 
more of the items on which your business success depends. Keep 
this appealing new man-and-girl show card by Crandall, and 
use it—/o your advantage. Don’t think you must have a complete 
Tudor window—it can be used effectively as a background for 


a display of any appropriate numbers you may want to feature. 
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ONEIDA COMMUNITY STUDIOS « ONEIDA,NEW YORK 








